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ABSTRACT
CORPORATE SOCIAL RESPONSIBILITY AUTHENTICITY:
CSR AUTHENTICITY ON CONSUMER BEHAVIORAL INTENTIONS
TOWARD A SPORT ORGANIZATION
MAY 2017
SOYOUNG JOO, B.S., YONSEI UNIVERSITY
M.B.A., UNIVERSITY OF MASSACHUSETTS AMHERST
M.S., UNIVERSITY OF MASSACHUSETTS AMHERST
Ph.D., UNIVERSITY OF MASSACHUSETTS AMHERST
Directed by: Professor Janet S. Fink

The emergence of corporate social responsibility (CSR) has been an imperative
contemporary business practice due to various market forces—severe competition, more
scrutinized media attention, and increasing expectations among various stakeholders
(e.g., consumers and employees). However, despite the growing attention to CSR in
general, suspicion and disbelief about such endeavors by companies appear to have
grown. While consumers would presumably want businesses to engage in socially
responsible and philanthropic activities, insincere initiatives with ulterior motives may
potentially leave a negative or conflicting impression on stakeholders if they feel that the
company is not really committed to the cause.
While authenticity has been researched as a vital concept in various marketing
streams, little is known in regard to consumer perceptions of authenticity in a CSR
program and its effects on consumer responses. In particular, prior research on
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authenticity in CSR has not identified authenticity dimensions that are germane in the
context of CSR in sport. The purpose of the current research is to (1) elucidate the key
dimensions of CSR authenticity that are appropriate to the context of CSR in sport, (2)
develop a valid and reliable instrument to measure authenticity in CSR activities in sport
organizations, and (3) empirically test the effects of CSR authenticity on consumers’
behavioral intentions toward a sport organization.
Following an in-depth review of literature on CSR and authenticity, five studies
were conducted to (1) validate proposed dimensions of CSR authenticity (community
link, reliability, commitment, congruence, benevolence, transparency, and broad impact),
(2) develop a CSR Authenticity Scale including a qualitative approach (five focus group
interviews; Study 1) as well as a quantitative approach (Studies 2 and 3), and (3)
ultimately show the effects of CSR authenticity on consumers’ behavioral intentions
toward a sport organization by testing the following proposed hypotheses (Studies 4 and
5): CSR authenticity positively influences organization reputation (H1), consumers’
attendance intentions of the organization’s future events (H2), positive word of mouth
communication for the organization or its events (H3), media consumption intentions of
the organization’s events (H4), attitudes toward the campaign (H5), positive word of
mouth communication for the campaign (H6), intentions to support the campaign (H7),
and feelings of gratitude toward the organization (H8).
Across five studies, the current research introduces a reliable and valid
multidimensional CSR Authenticity Scale and empirically shows the significant effects of
CSR Authenticity on consumer behavioral intentions toward an organization and its CSR
campaign across two different sports. CSR Authenticity particularly had a great deal of
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influence relative to consumers’ responses about consumers’ feelings about the
organization and its CSR campaign.
The current research fills the knowledge gap and broadens our understanding of
CSR Authenticity as a multidimensional construct by developing a psychometrically
robust measure of CSR Authenticity. To the author’s knowledge, this is the first research
that presents a multidimensional measure of CSR Authenticity. Further, there has been
only one study that empirically examines the effects of CSR Authenticity on consumer
responses. The current research fills the knowledge gap by adding empirical evidence of
the effectiveness of CSR Authenticity on various consumer-outcome variables. Lastly,
this research may also help organizations and their CSR partners when they initiate,
design, implement, and revise their CSR programs so that they can maximize their longrunning benefit to society.
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CHAPTER 1
INTRODUCTION
“Authenticity is really important, and sometimes that’s really hard to get.”
Tom Freston, one of the founding members of the team that created MTV
The emergence of corporate social responsibility (CSR) has been a focus of
contemporary business practice (Mackey & Sisodia, 2013) due to various market forces
such as severe competition, increased media scrutiny, and growing expectations among
various stakeholders such as consumers and employees (Cone, 2013). Given the rising
prominence of companies’ CSR endeavors across the globe, researchers have advocated
examining the context, processes, and outcomes of such social endeavors (Ellen, Webb &
Mohr, 2006; Margolis & Walsh, 2003; Vlachos, Tsamakos, Vrechopoulos, & Avramidis,
2009). Nonetheless, despite increased attention to CSR in general, suspicion and disbelief
of such endeavors appears to have grown (Basu & Palazzo, 2008; Ellen et al., 2006;
Godfrey, 2005; Porter & Kramer, 2011; Vlachos, et al., 2009). In sport, CSR has gained
much attention as a means for professional sport organizations to build their reputations
by supporting their local communities while also pursuing the organization’s strategic
marketing objectives (Babiak & Wolfe, 2009). In particular, professional sport
organizations in North America have remarkable celebrity status (Babiak & Wolfe, 2009;
Smith & Westerbeek, 2007) and almost all of the professional sport teams have used this
unique star power to build meaningful relationships with the local communities in an
effort to support meaningful social causes (Babiak & Wolfe, 2009). However, as noted in
previous research regarding the negative effects of inauthentic CSR campaigns
(Beckman, Colwell, & Cunningham, 2009; Bingham, Dyer Jr., Smith, & Adams, 2011),
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it seems that a sport organization’s self-serving CSR initiatives (Fainaru & FainaruWada, 2014; Gaines, 2013; Sternberg, 2013) may also lead to undesirable consequences
of CSR endeavors when consumers perceive that the organization is not genuinely
devoted to the social cause.
Authenticity has been described as “the new business imperative” and ‘buzz
word’ of the 21st century (Gilmore & Pine, 2007), and as one of the vital concepts of
modern marketing in consumer research (Beverland, 2005; Brown, Kozinets, & Sherry
Jr., 2003). Since mass consumption seems to lead to a loss of meaning and an increasing
sense of alienation (Hardt, 1993), there has been rising attention on individuals’ growing
search for authenticity across various disciplines including marketing (Brown et al.,
2003; Spiggle, Nguyen, & Caravella, 2012), management (Beverland, 2005), and CSR
literature (Beckman et al., 2009; Mazutis & Slawinski, 2014). While various authenticity
measures have been proposed, existing authenticity scales do not seem to account for
CSR authenticity in the context of sport given that authenticity is subjective and
contextual depending on experiences and expectations of social groups (McLeod, 1999),
and authenticity perceptions are based on a dynamic interaction that is affected by the
context and relevance of the claim for the specific stakeholder group (Grayson &
Martinec, 2004). In particular, due to the unique nature of sport (e.g., media attention,
celebrity status, community impact) (Babiak & Wolfe, 2009), the current research
proposes that it will be meaningful to create a CSR Authenticity Scale that can be used in
predicting consumer behavioral intentions in the context of sport.
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1.1 Overview of the Research
The first phase in CSR Authenticity Scale development includes conceptual
elaboration on the construct and its dimensions. By reviewing both the authenticity
literature across various disciplines and the CSR literature, the current research first seeks
to uncover the dimensions that may generate consumers’ perceptions of authenticity
toward a sport organization’s CSR programs. Based on this in-depth review of literature,
the current research proposes six initial dimensions of consumer perceptions of
authenticity toward a sport organization’s CSR programs. In Study 1, in order to gain a
better understanding of the proposed dimensions of authenticity of a CSR program, five
focus groups are conducted in which participants discuss their perceptions of authenticity
and judge various CSR programs of a sport organization in the context of the National
Football League (NFL). In particular, Study 1 focuses on how different CSR programs of
the NFL are viewed among consumers. Once the dimensions of CSR authenticity are
identified and empirically validated by five focus groups across various consumers, a
CSR authenticity measure is developed using multiple phases including two phases of
data collection in Studies 2 and 3. Finally, Studies 4 and 5 aim to show the influence of
CSR authenticity on consumer behavioral intentions toward a sport organization and its
CSR program.

1.2 Consumer Perceptions of Authenticity
Authenticity has been considered as a vital construct in understanding how
consumers evaluate a wide array of objects (Frazier, Gelman, Wilson & Hood, 2009;
Gilmore & Pine, 2007). As such, the concept of authenticity has been discussed in
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various disciplines including consumer research (Beverland, 2005, 2006; Beverland &
Farrelly, 2010), tourism (Cohen, 1988; Costa & Bamossy, 1995; Wang, 1999), brand
management (Morhart, Malär, Guèvremont, Girardin, & Grohmann, 2015; Napoli,
Dickinson, Beverland, & Farrelly, 2014), communication (Molleda, 2010; Molleda &
Jain, 2013), online communication (Gilpin, Palazzolo, & Brody, 2010; Labrecque,
Zanjani, & Milne, 2012), brand extension (Spiggle et al., 2012), and CSR (Alhouti,
Johnson, & Holloway, 2016; Beckman, Colwell, & Cunningham, 2009; Godfrey, 2005;
Mazutis & Slawinski, 2014). Nonetheless, defining authenticity and its effects on
consumer evaluations appear to be complex due to its subjective and contextual nature.
For example, Newman (2016) notes that it does not seem appropriate to link one form of
authenticity to another since there is not a fundamental concept that seems to relate
certain forms of authenticity evaluations across other domains or contexts. Consequently,
different authenticity perceptions seem unique to specific domains (Newman, 2016;
Molleda, 2010; Molleda & Jain, 2013; Peterson, 2005). Indeed, it has been proposed that
the notion of authenticity is ‘socially-constructed’ in which an individual’s perceptions
and expectations of authenticity depend on the specific situation and context (Belk &
Costa, 1998; Beverland & Farrelly, 2010; Molleda, 2010; Molleda & Jain, 2013;
Peterson, 2005). In particular, Beverland and Farrelly (2010) note, “There is widespread
agreement that authenticity is a socially constructed interpretation of the essence of what
is observed rather than properties inherent in an object” (p. 839). Accordingly, despite the
importance of perceptions of authenticity, there is little agreement in the literature in
regards to how to define authenticity and understand its effects on consumer behavior
across various disciplines (Newman, 2016). For example, theoretical approaches to
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understanding consumer perceptions of authenticity in the context of a luxury brand (e.g.,
wine, beer), tourism experience, brand extension, or leadership may not be applicable to
understanding those of a sport organization’s CSR endeavors. As such, the current
research claims that it is imperative to develop a CSR Authenticity Scale that is germane
to the context of sport.

1.3 Effects of Consumer Perceptions of Authenticity on Consumer Responses
In developing a new CSR Authenticity scale, it is vital to address the influence of
CSR Authenticity constructs on consumer behavioral intentions toward a sport
organization. While authenticity has been considered as a fundamental concept in
contemporary marketing practice in general authenticity literature, in the context of CSR,
research on consumer perceptions is somewhat rare (Alhouti et al., 2016; Beckman et al.,
2009; Mazutis & Slawinski, 2014; McShane & Cunningham, 2012) and has not kept pace
with the importance of such perceptions in other disciplines. While the effects of CSR
authenticity on consumers’ CSR evaluations have not been researched in the context of
sport, there has been adequate evidence that shows that organization reputation (Walker,
Heere, Parent, Drane, 2010; Walker & Kent, 2009), consumer behavioral intentions (e.g.,
attendance, positive word of mouth communication, and media consumption) (e.g.,
Sartore-Baldwin & Walker, 2011; Walker & Kent, 2009) and reactions to the
campaign—such as attitudes toward the campaign (Lee & Ferreira, 2013) and intentions
to support the campaign (Grau & Folse, 2007)—are important outcomes of CSR
endeavors. Given that authenticity has been considered as an important construct in
predicting brand success and enhancing brand value in various authenticity studies in
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marketing (Beverland, 2006; Napoli et al., 2014; Spiggle et al., 2012), the current
research posits that CSR authenticity positively influences organization reputation,
consumers’ behavioral intentions to support the sport organization by attending the
organization’s future event(s), engaging in positive word-of-mouth communication for
the organization (or its events), and following the organization’s event(s) through the
media (e.g., TV, internet, radio, etc.). Further, the current research also posits that CSR
authenticity positively influences consumers’ feelings of gratitude toward the
organization and reactions to the campaign (e.g., attitudes toward the campaign,
intentions to support the campaign, and positive word-of-mouth communication for the
campaign). More formally, the current research proposes the following hypotheses. CSR
authenticity positively influences (1) organization reputation, (2) consumers’ attendance
intentions of the organization’s future events, (3) positive word of mouth communication
for the organization or its events, (4) media consumption intentions of the organization’s
events, (5) attitudes toward the campaign, (6) positive word of mouth communication for
the campaign, (7) intentions to support the campaign, and (8) feelings of gratitude toward
the organization.

1.4 Contributions
The purpose of the current research is to introduce CSR authenticity, a
theoretically and managerially relevant construct, comprising seven dimensions
(community link, reliability, congruence, commitment, benevolence, transparency, and
broad impact), and its effects on consumer behavioral intentions toward a sport
organization. By doing so, this research makes several theoretical contributions to

	
  

6	
  

marketing, consumer behavior, and CSR literature in general, and sport marketing, sport
consumer behavior, and sport CSR literature in particular. More specifically, Studies 1, 2,
and 3 bring attention to consumer perceptions of CSR authenticity in the sport context by
elucidating seven dimensions of CSR authenticity and developing a valid and reliable
CSR Authenticity measure. Since the concept of authenticity is subjective and contextual,
and thus viewed as ‘socially-constructed’ within a specific domain (Belk & Costa, 1998;
Beverland & Farrelly, 2010; Molleda, 2010; Molleda & Jain, 2013; Peterson, 2005), this
is an important step to provide the tailor-made concept of authenticity in terms of what
generates consumer perceptions of CSR authenticity in the sport industry context
(Chapter 2). By uncovering CSR authenticity dimensions and developing a valid and
reliable CSR Authenticity measure in sport, this initial theoretical investigation may
advance research in the CSR literature and make important contributions to clarifying
consumer perceptions of CSR authenticity that are relevant and unique in sport, and are
vital to understanding consumer evaluation. Ultimately, utilizing these seven key
dimensions as the representation of CSR authenticity, two empirical studies (Studies 4
and 5,) illustrate the powerful role of CSR authenticity on various consumer behavioral
intentions toward a sport organization and its CSR campaign. Thus, Studies 4 and 5 fill
the important gap in the CSR literature by empirically testing the effects of CSR
authenticity on various consumer behavioral intentions toward a sport organization.
The current research also makes practical contributions. Various objectives are
under scrutiny when consumers judge authenticity. For example, by describing their
brands as authentic, companies seem to hope to benefit from the effects of authenticity.
Similarly, by describing an organization’s CSR program as authentic, organizations may
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also expect the benefits from the effects of authentic CSR. The proposed dimensions of
CSR authenticity may provide managers with directions for shaping their CSR campaigns
so that they are reaping the benefits of authenticity. For instance, if a CSR program is
strong in one or two of five dimensions of CSR authenticity, sport marketers can utilize
that strength and focus on such dimension(s) in its CSR campaign. Consumers will then
have information to support the claims of authenticity and can assist in the evaluation of
the claims of authenticity that the organization makes.
In sum, by further examining consumer perceptions of CSR authenticity and its
effects on consumer responses, the purpose of the current research is to demonstrate and
introduce new constructs that explain why a CSR action of sport organizations is viewed
as authentic or inauthentic. In particular, the current research fills the knowledge gap with
regards to the dimensions of CSR authenticity and consumer perceptions of authenticity
on consumer behavioral intentions toward a sport organization and its campaign. Having
a better understanding of the authenticity of an organization’s CSR programs in their
early stages will help sport marketers better allocate their resources and design programs
that can be successfully implemented.
In the following section, Chapter 2 begins by reviewing the CSR literature in
sport as well as the concept of authenticity and suggests the six initial dimensions of CSR
authenticity that account for how an organization’s CSR activities are related to
stakeholder perceptions of authenticity. Figure 1 summarizes the overview of the scale
development process.
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Figure 1
Overview of the Scale Development Process
Process Phases
(1) Dimension
Discovery I
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Results

•
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Statistical procedure (CFA)
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Validation

•
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609 national consumers via MTurk
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Comparison of different models with
CFAs
Selection of the best model based on
the fit indices (e.g., CFI, TLI,
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•
•
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fit to be identified

The influence of CSR Authenticity
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8 DVs (e.g., Attendance,
Positive WOM,
Media consumption)
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Discovery II

•
•
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CHAPTER 2
CSR AUTHENTICITY SCALE DEVELOPMENT
PHASE 1: DISCOVERING CSR AUTHENTICITY DIMENSIONS
(LITERATURE REVIEW)
2.1 Introduction
Corporate social responsibility (CSR) has been playing an increasingly
meaningful role in business and society in the past several decades (Margolis & Walsh,
2003; Mazutis & Slawinski, 2014; Orlitzky, Schmidt, & Rynes, 2003; Porter & Kramer,
2006). However, despite increased attention to CSR in general, distrust and skepticism of
such endeavors of companies appear to have grown (Basu & Palazzo, 2008; Ellen et al.,
2006; Jahdi & Acikdilli, 2009; Porter & Kramer, 2011). For example, while CSR
initiatives are expected to promote societal benefits, these efforts are increasingly
perceived as a mere tactic for covering up organizations’ misconduct (e.g., greenwashing)
(Delmas & Cuerel Burbano, 2011). Nonetheless, even though organizations have been
involved in increased CSR endeavors as a means to address stakeholder concerns, such
endeavors have become the target of increased skepticism among stakeholders (Mazutis
& Slawinski, 2014). As such, how key stakeholders, such as consumers, perceive an
organization’s CSR actions has been imperative to making the organization’s CSR
endeavors successful, and thus has been an important topic in marketing literature (Ellen
et al., 2006; Webb & Mohr, 1998).
In the context of sport, professional sport leagues and teams have been involved
in their local communities to support worthy causes for decades (Babiak & Wolfe, 2009;
Extejt, 2004). Accordingly, both business and academic attention to CSR has also grown
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significantly in the context of sport (Babiak & Wolfe, 2009; Walker & Kent, 2009).
However, it has only recently been examined in relation to consumer perceptions of a
sport organization’s CSR programs (Inoue, Mahan, & Kent, 2013; Walker et al., 2010;
Walker & Heere, 2011; Walker & Kent, 2009) and little is known with regards to how
these programs are viewed among consumers. The current research claims that the
concept of authenticity may shed light on consumer perceptions toward a sport
organization’s CSR programs.
Authenticity is a prevalent construct across various disciplines including
marketing literature (Beverland, 2006; Beverland & Farrelly, 2010; Brown, Kozinets, &
Sherry Jr., 2003; Schaefer & Pettijohn, 2006). In the context of CSR, previous literature
also proposes authenticity as one of the key elements for the success of CSR activities
(Alhouti et al., 2016; Beckman, Colwell, & Cunningham, 2009; Carroll & Shabana,
2010; Heinze et al., 2014; Mazutis & Slawinski, 2014). Nonetheless, the literature on
authenticity in the context of CSR is limited (Beckman et al., 2009; Driver, 2006;
Mazutis & Slawinski, 2014; McShane & Cunningham, 2012) in the sense that the earlier
studies are conceptual (Driver, 2006; Mazutis & Slawinski, 2014) and largely explore
authenticity based on employee perceptions (Beckman et al., 2009; Heinze, Soderstrom,
& Zdroik, 2014; McShane & Cunningham, 2012) with an exception of Alhouti et al.
(2016). Previous CSR literature shows that consumer perceptions of CSR authenticity
influence their responses toward CSR such as their attitudes and purchase intentions
(Alhouti et al., 2016; Bhattacharya & Sen, 2004; Lichtenstein, Drumwright, & Braig,
2004). For example, previous CSR studies found that there is consumer uncertainty
regarding authenticity associated with suspicion of an organization’s motives and
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perceptions of corporate hypocrisy in CSR communications (Ellen et al., 2006; Skarmeas
& Leonidou, 2013; Wagner, Lutz, & Weitz, 2009). However, we know little about what
renders an organization’s CSR program authentic or inauthentic in the consumer’s mind.
In an attempt to uncover consumer perceptions of authenticity of a sport
organization’s CSR programs and to answer what drives their perceptions of CSR
authenticity, I review the CSR literature in sport and the concept of authenticity, drawing
on disciplines such as marketing, brand management, psychology, leadership, and CSR.
Then, I suggest six dimensions of CSR authenticity that account for how an
organization’s CSR activities are related to stakeholder perceptions of authenticity.

2.2 Conceptual Background
2.2.1 Corporate Social Responsibility
Historically, businesses have used financial and charitable donations as a means
of social outreach without marketing principles (Carroll, 1999). Over the past several
decades, both business and academic attention have been given to CSR (Margolis &
Walsh, 2003; Orlitzky et al., 2003; Porter & Kramer, 2006). These philanthropic gestures
were most likely used for tax breaks in a business’s accounting methods, as well as to
boost the public image of the business itself. Actions of philanthropy were viewed as
essential business practices that carried a façade of a socially responsible activity
(Carroll, 1999). However, businesses have begun to shift from pure philanthropy to
philanthropy with socially directed strategic marketing activities (Porter & Kramer, 2002;
Porter & Kramer, 2006).
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CSR is pragmatically referred to as the business-society relationship (Mazutis &
Slawinski, 2014; Swanson, 1999) and it has become a prevalent business agenda formed
by economic, political, and social factors around the world (Baughn, Bodie, & McIntosh,
2007). Indeed, in 2010, the European Commission noted that CSR “is more relevant than
ever”, and that it is a “key element to ensuring long term employee and consumer trust”
(McShane & Cunningham, 2012). Previous academic literature has described CSR as an
initiative with the intent of attaining a sustained competitive advantage by gaining and
retaining support from consumers and other stakeholders for an organization and its
brands (Porter & Kramer 2011; McShane & Cunningham, 2012). Other literature has
viewed CSR as an initiative that benefits society and goes beyond the explicit economic
interests of a firm’s bottom line (Carroll, 2000; McWilliams & Siegel, 2000).
Due to the broad nature of the CSR concept, there have been various meanings
given to this term. Carroll (1991) developed a framework comprised of four dimensions:
economic, legal, ethical, and philanthropic, and it has been broadly accepted by
researchers. Mohr (1996) divides the broad definitions into two general types including
“multidimensional definitions and definitions based on the concept of societal marketing”
(Mohr, Webb, & Harris, 2001, p. 46). The current research perceives CSR as “a
company’s commitment to minimizing or eliminating any harmful effects and
maximizing its long-run beneficial impact on society” (Mohr, Webb, & Harris, 2001, p.
47) as this definition of CSR has been discussed and embraced by previous CSR
literature in sport (e.g., Walker & Kent, 2009; Walker & Heere, 2011; Walker et al.,
2010) As described in Mohr & Webb (2005), socially responsible behavior, then,
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incorporates a broad range of activities such as ethical behaviors, supporting nonprofit
organizations, employees’ fair treatment, environmental issues, and human rights.

2.2.2 Unique Features of CSR in Sport
In sport, CSR has also gained traction as a way for sport organizations to build
their reputations by engaging with their local communities while also embracing the
organization’s strategic marketing goals (Babiak & Wolfe, 2009). As such, the core issue
is not whether or not to engage in CSR activities, but how to engage in CSR activities
(Smith, 2003). However, while the academic literature of CSR has become prevalent in
the management and business ethics arena, CSR within the context of sport literature has
lagged behind and has only begun to receive academic attention in recent years (Babiak
& Wolfe, 2006; Bradish, 2006; Smith & Westerbeek, 2007; Walker, Kent, & Rudd, 2007;
Woolf, Heere & Walker, 2013).
Nonetheless, CSR in sport has become a particular research interest because of
the inherently unique features of sport that make it a natural vehicle for CSR (Smith &
Westerbeek, 2007), and because commercial organizations have begun to recognize the
partnership opportunities with a sport organization for their CSR endeavors (Walters,
2009). For instance, Smith and Westerbeek (2007) explore the role that sport can play as
a vehicle for employing CSR and argue that sport offers a bridge across social and
economic gaps due to seven features that render sport’s social responsibility unique: (1)
mass media distribution and communication power, (2) youth appeal, (3) positive health
impacts, (4) social interaction, (5) sustainability, (6) cultural understanding and
integration, and (7) immediate gratification benefits (pp. 8-9). The authors further argue
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that these seven features show that CSR in sport offers an opportunity for both
commercial organizations and sport organizations. A commercial organization can
financially help a sport organization’s CSR endeavors to deliver a wide range of
community-related activities (Smith & Westerbeek, 2007). Additionally, Babiak and
Wolfe (2009) claim that because sport organizations have valuable, rare, and inimitable
elements, this makes them unique in implementing CSR programs and in their impact
within the community. As such, the CSR concept of ‘doing good’ in sport has played an
increasingly important role for sport organizations in balancing business objectives with
philanthropy. For example, the National Hockey League (NHL) Green initiative,
unveiled in 2010, is an environmental campaign that promotes sustainable living and
business practices. In addition, the Fédération Internationale de Football Association
(FIFA) became one of the first governing bodies in sport to form an internal CSR
division (Bradish & Cronin, 2009) to support “the grassroots of the game, development
work, and partnerships with relief organizations” (FIFA, 2004, p. 66). In the context of
sport management, cause-related sport marketing programs were frequently discussed,
where partnerships between sport organizations and philanthropic causes have been
explored (Irwin, Lachowetz, Cornwell, & Clark, 2003; Lachowetz & Gladden, 2003).
Further, sport organizations have been increasingly dedicated to environmental
sustainability (e.g., Babiak & Trendafilova, 2009; Inoue & Kent, 2012; Trendafilova,
Babiak, & Heinze, 2013).
In addition, previous sport CSR literature has claimed that strong media attention
and psychological commitment between fans and sport brands (e.g., teams, athletes,
leagues) make CSR unique in the context of sports (e.g., Babiak & Wolfe, 2006, 2009;
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Smith & Westerbeek, 2007). This perspective has been discussed in a way that sport is
more likely to attract large media and public attention, which would enhance the power to
address meaningful social issues to a large number of people (Chalip, 2006; Kaufman &
Wolff, 2010; Smith & Westerbeek, 2007). Further, due to the high level of psychological
commitment and passion that sport generates, sport organizations’ CSR endeavors could
greatly influence an individual’s values and attitudes to embrace socially responsible
behaviors (Smith & Westerbeek, 2007). In particular, Chalip (2006) noted that there is an
inherent link between sports and social issues (e.g., environmental issues) and sport
organizations are naturally expected to become more socially responsible as CSR
agendas became more prominent. As such, Chalip (2006) noted that although there have
not been yet strong evidence that shows sport as a vehicle to promote certain CSR issues
(e.g., environmental protection), there are moves in that direction—as shown in the
International Olympic Committee’s (IOC) recent implementation of the environmental
issues as the third pillar of the Olympic Movement (Cantelon & Letters, 2000). As such,
Chalip (2006) claimed that the direction and subsequent influence of concerns about
connections between sport and meaningful CSR agendas remain inevitable. Chalip
(2006) concluded that given that these topics and moves for sport management research
are new, sport management researchers should pay close attention to policy discourse
about sport and to address its relevance for sport management research as public agendas
evolve.
In an attempt to examine professional sport organizations’ CSR efforts, Babiak
and Wolfe (2009) analyzed elements of CSR efforts in professional sports, such as what
makes sport organizations pursue more CSR activities by examining both internal and
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external factors. More specifically, Babiak and Wolfe (2009) surveyed the forces behind
major North American professional sport organizations including the National Football
League (NFL), Major League Baseball (MLB), National Baseball Association (NBA),
and NHL implementing various CSR programs. Babiak and Wolfe (2009) concluded that
external determinants—key constituents, interconnectedness, and league pressures—
appeared to be more significant determinants of CSR initiatives than internal elements—
athletes, coaches, and facilities in professional sport organizations. Further, the authors
proposed a framework for evaluating CSR in professional sport based on an
organization’s external pressures and internal resources with four classifications of CSR
programs. The proposed framework includes the adhoc-centric CSR, corporate-centric
CSR, stakeholder-centric CSR, and strategic-centric CSR. The authors suggest strategiccentric CSR as the most ideal type of CSR approach, where the resources and core
competencies of the organizations are well aligned with the nature of the CSR program
rather than solely focusing on either societal needs or strategic fit between their business
bottom line and CSR programs. For example, the authors consider NBA teams’ “Fit Kids,
Healthy Future” program signifies a strategic-CSR initiative since this program uses
internal resources to represent community needs to promote the importance of youth
health and wellness.
Further, sport researchers have begun to explore how sport organizations’ CSR
endeavors affect consumer attitudes (Walker & Heere, 2011; Walker et al., 2010; Walker
& Kent, 2009; Walker et al., 2011). For example, Walker and Kent (2009) examined the
relationship between CSR activities and consumer perceptions, specifically fans’
evaluations of organization reputation and patronage intentions. As for the CSR
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activities, the authors focused on four areas comprising: philanthropy, community
involvement, youth programs in education, and health. Based on the analysis of sport fans
from two NFL teams, Walker and Kent (2009) concluded that CSR is a critical predictor
of fans’ evaluations of organization reputation and patronage intentions (e.g., positive
word of mouth intentions and merchandise consumption behaviors). Walker and Kent
(2009) further showed that most fans view sport organizations’ CSR favorably, and that it
is a significant feature of the overall business strategy of a sport organization.
Additionally, Walker et al. (2011) examined the effects of consumers’ beliefs in CSR on
organizations’ various strategic effects. Using consumers of three different sport
organizations, Walker et al. (2011) evaluated the relationships between CSR beliefs of
the sport organizations and concluded that consumers’ CSR belief is an important
predictor of their organizational evaluation and patronage intentions.
Further, Walker et al. (2010) examined the influence of CSR awareness and three
types of CSR motives and found that although consumers were aware of an
organization’s CSR endeavors, the organization’s strategic CSR motives had no negative
impact on consumer outcomes (i.e., organization reputation, merchandise consumption,
and word of mouth communication) other than a negative effect on repeat purchase in the
context of a non-profit organization in sport (i.e., International Olympics committee
(IOC)). More recently, Walker and Heere (2011) claimed that the advancement of
empirical research on CSR has been thwarted by the lack of an appropriate measure of
CSR perceptions among sport consumers. Accordingly, Walker and Heere (2011)
developed and validated the seven-item, Likert-type Consumer Attitudes toward
Responsible Entities in Sport (CARES) scale with two dimensions—cognition and
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affect— in order to measure consumer attitudes toward CSR in sport. Using their CARES
scale, Walker and Heere (2011) examined the influence of the scale dimensions on actual
consumers’ spending behavior and concluded that consumers’ awareness of CSR
impacted their affective evaluation of CSR strategy, which influenced actual spending
behavior.
Previous studies’ findings have shown meaningful implications regarding sport
organizations’ CSR endeavors and consumers’ CSR belief as an important predictor of
their organizational evaluations, patronage intentions, and actual behavior. However,
employing somewhat broad and vague measures in gauging consumers’ holistic CSR
perceptions (e.g., I believe my sport team to be a socially responsible organization; I am
aware of the sport organization’s efforts to support environmental issues), there has been
a lack of literature in measuring how to holistically capture consumers’ CSR beliefs and
fully explore the impact of their beliefs on their CSR evaluations. The current research
claims that the concept of authenticity in CSR may provide valuable insights in
understanding consumer perceptions toward a sport organization’s CSR programs.

2.2.3 Authenticity
Gilmore and Pine (2007) claim that authenticity is “the new business imperative”
(p. 1) and ‘buzz word’ of the 21st century. Social researchers across various disciplines
have discussed individuals’ growing search for authenticity in the wake of the
standardizing forces of globalization (Mazutis & Slawinski, 2014). For example, a
prevalent consumer culture that highlights mass consumption appears to lead to a loss of
meaning and an increasing sense of alienation (Hardt, 1993). Consumers now realize that
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they are exposed to authentic and inauthentic objects (Lowenthal, 1992), and this renders
consumers’ quests for authenticity “one of the cornerstones of contemporary marketing”
(Brown et al., 2003, p. 21). Authenticity studies have focused on various areas including
authenticity negotiation and commoditization (Cohen, 1988), authenticity cues (Grayson
& Martinec, 2004; Ewing, Allen, & Ewing, 2012; Wang, 1999), authenticity attributes
(Beverland, 2005), hyperauthenticity in television viewing (Rose & Wood, 2005),
authenticity within the context of a mass-market (Alexander, 2009; Leigh, Peters, &
Shelton, 2006), authentic communication in the government blogs context (Gilpin et al.,
2010), brand extension authenticity as a new determinant of brand extension success
(Spiggle, Nguyen, & Caravella, 2012), and authenticity in online communications
(Labrecque et al., 2012). Authenticity has also been examined in relation to how one’s
actions and behaviors are aligned with one’s core values and beliefs in the organization
literature (Gardner, Avolio, & Walumbwa, 2005; Harvey, Martinko, & Gardner, 2006).
More recently, two studies proposed consumer based brand authenticity frameworks and
measurement scales (Morhart et al., 2015; Napoli et al., 2014) as relevant issues of
business research and consumer psychology.
While authenticity has been considered as a fundamental concept in marketing practice,
only a few studies have shown the effects of authenticity since the concept of authenticity
perceptions may not always be tangible, real or even true in the authenticity literature
(Costa & Bamossy, 2001; Grayson & Martinec, 2004; Rose & Wood, 2005). However,
the existing authenticity literature indicates that the authenticity cues of a brand can be
used to shape consumers’ brand beliefs and thus create an authentic brand experience that
is vital to building brand trust and achieving brand success in the long term (Beverland,
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2006; Brown et al., 2003; Eggers, O’Dwyer, Kraus, Vallaster, & Güldenberg, 2013;
Napoli et al., 2014; Spiggle et al., 2012).
While various definitions of authenticity have been proposed, the current research
relies on the definition of authenticity that was suggested in Grayson and Martinec (2004)
as this definition of authenticity has been adopted by previous CSR authenticity literature
(Alhouti et al., 2016; Beckman et al., 2009). Grayson and Martinec (2004) noted that
authenticity judgments include how individuals classify what seems to be real or fake,
genuine or phony. In a similar vein, Beckman et al. (2009) view authenticity in the
context of CSR as “evaluation, judgment, or assessment of how real or genuine
something is” (p. 199). Drawing on these definitions, in the current research, CSR
authenticity is defined as the perception of a sport organization’s CSR endeavors as a real
and genuine expression of the organization’s commitment to eliminating any detrimental
effects and increasing its long-term beneficial impact on society (Grayson & Martinec,
2004; Mohr et al., 2001).

2.2.4 Authenticity and CSR
Authenticity has also been described as one of the vital concepts of modern
marketing in consumer research (Beverland, 2005; Brown et al., 2003), yet there exists
limited research to examine and explore its position in a broader light in marketing and
consumer behavior (Alexander, 2009). In particular, despite the role of businesses in
driving this search for authenticity, until recently remarkably little attention had been
paid to authenticity in the management literature in general and the CSR literature in
particular (Alhouti et al., 2016; Beckman et al., 2009; Driver, 2006; Mazutis &
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Slawinski, 2014). Although increased attention has been given to CSR as the main
vehicle by which companies address stakeholder concerns in general, some research has
shown negative consequences of CSR such as mistrust and skepticism surrounding the
attempts of doing good (Alhouti et al., 2016; Delmas & Cuerel Burbano, 2011; Driver,
2006; Goffee & Jones, 2005; Liedtka, 2008; Mazutis & Slawinski, 2014; Porter &
Kramer, 2011). As such, although CSR endeavors are supposed to benefit society and
support communities, they are increasingly viewed as a tactic for covering up companies’
societal harms (e.g., greenwashing) (Delmas & Cuerel Burbano, 2011). Thus, while
consumers would presumably expect businesses to engage in socially responsible and
philanthropic activities, insincere initiatives may potentially leave a negative or
conflicting impression on stakeholders if consumers feel that the organization is not
really committed to the cause (Beckman et al., 2009; Bingham, Dyer Jr., Smith & Adams,
2011). For example, recently P&G Dawn’s CSR efforts in the oil spill to clean birds were
criticized for ‘doing good’ not for the environment and the oiled birds but solely for their
product promotion (Harquail, 2010).
In the context of sport, the NFL’s pink initiative has been dissected and
questioned by critics. In recognition of National Breast Cancer Awareness Month, the
NFL introduced its pink campaign in 2009, ‘A Crucial Catch’. Every October, players
and officials wear pink items such as gloves, shoes, hats, armbands, patches, and towels
complete with a pink breast cancer awareness ribbon, which are then auctioned off with
proceeds going to cancer research. Although this public gesture seems to be driven by
philanthropy, a further investigation revealed that that may not be entirely the case. For
example, only 8% percent of the revenue generated by the pink campaign goes to the
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American Cancer Society; the remaining 92% percent goes to the NFL (Gaines, 2013).
The NFL explains that most of the revenue that goes back to the NFL is used to promote
future breast cancer awareness campaigns. However, the disparity between the dollar
amount donated to breast cancer research and the revenue retained by the NFL may set
off a consumer’s alarm that this is perhaps an initiative implemented more for the
purpose of exploiting a cause for financial gain. Consequently, critics have suggested
their tactics are over the top ‘pink washing’ at best and a deceitful charitable practice at
worst (Sternberg, 2013).
Further, the NFL launched partnerships with youth football leagues to promote a
program called ‘Heads Up Football’ which is designed to limit concussions via proper
technique. However, given the NFL’s misleading past treatment of concussion, various
stakeholders including the public may become cynical and critical if they perceive that
the NFL does not express suitable sensitivity to their own players’ safety. As such, an
organization’s manipulative CSR initiatives may actually cause a backfire effect in the
long run if stakeholders perceive that the organization is not being authentic or truly
committed to its CSR programs. Given this, how exactly can one evaluate the
authenticity of CSR initiatives and what dimensions they should use? The current
research first aims to uncover the dimensions of authenticity of CSR programs in North
American professional sport organizations.

2.2.5 CSR Authenticity Scale
As noted earlier, authenticity has been described as a multilayered and complex
construct across various disciplines including the CSR literature. For example, in
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numerous brand authenticity studies, authenticity has been deemed as a multidimensional
construct that reflects the way brands communicate their values (e.g., tradition, quality,
and excellence) to various stakeholders (Beverland, 2005; Gilmore & Pine, 2007;
Morhart et al., 2015; Napoli et al., 2014; Spiggle et al., 2012). Yet, only few studies have
suggested dimensions that are related to stakeholder perceptions of CSR authenticity
(Alhouti et al., 2016; Beckman et al., 2009; Godfrey, 2005; Mazutis & Slawinski, 2014).
For example, Godfrey (2005) proposed three indicators of the genuineness of CSR such
as transparency, stability, and responsiveness where he conceived identity consistency as
authentic manifestation of a company’s CSR endeavors. In particular, he claimed that
identity consistency is necessary in the sense that a company’s philanthropic activities are
consistent with the company’s core values to generate perceptions of genuine CSR
endeavors, and proposed that three indicators are vital to avoid inauthentic perceptions
among multiple stakeholders (Godfrey, 2005). More specifically, these three indicators
include: (1) transparency—a company should publicly disclose details of its CSR
endeavors such as the foci of CSR activities, the degree of monetary and other types of
support, and the objectives and motivation of CSR, (2) stability—a company’s consistent
CSR engagements may avoid inauthentic perceptions of their CSR endeavors since it
shows the company’s long-term commitment to ‘doing good’ as opposed to opportunistic
or capricious CSR endeavors, and (3) responsiveness—a company is willing to adapt
their CSR practices to the changing social and economic environment and to satisfy the
needs and expectations of various stakeholders. In sum, Godfrey (2005) claimed that
consideration of these indicators would influence the extent to which the community
views a company’s CSR activity as a “genuine manifestation of the firm’s intentions,
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motivations, and character” (pp. 784-785) which subsequently will lead to a favorable
evaluation of such CSR endeavors by that community.
In the authenticity literature, Driver (2006) was among the first to introduce the
term ‘authenticity’, and to examine the concept of authenticity in the context of CSR. She
proposed authenticity as an important feature of CSR, and particularly, claimed that a
‘post-egoic’ perspective of CSR should adjust the way an organization defines itself. That
is, when an organization views that it is interrelated with the interest of society, the
organization is able to practice authentic CSR rather than a CSR illusion (Driver, 2006).
Beckman et al. (2009) further proposed stakeholder perceptions of authenticity as a key
driver of success and acceptance of a CSR program in Chile where some stakeholders are
highly cynical about CSR. In particular, Beckman et al. (2009) proposed seven aspects
that render CSR authentic: (1) more than just a business case in which a company’s CSR
endeavors are rooted in a passion for the cause and ethical values, (2) taking a holistic
view of the impact of the business on all stakeholders, (3) tailored to the social needs of
the country to satisfy the stakeholders’ needs of the community, (4) transparency in
which companies are expected to be open to public evaluations of different stakeholder
groups, (5) consistency between a company’s CSR endeavors and all other aspects of the
company’s operations, (6) deeply embedded in the fabric of the firm in which a
company’s CSR endeavors are aligned with the company’s core business values and
mission, and (7) visibly enacted in the community in which a company manifests its
commitment to CSR through tangible actions that are responsive to the community needs.
In sum, Beckman et al. (2009) argued that these seven factors are imperative for authentic
perceptions of a company’s CSR endeavors among stakeholders; and authenticity helps
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the organization attain support for its endeavors even from hostile stakeholders. In
contrast, when stakeholders view CSR endeavors as inauthentic, such CSR endeavors
hinder the success of CSR campaigns (Beckman et al., 2009). Beckman et al.’s (2009)
findings were supported by another study that examined how employees differentiate
between authentic and inauthentic CSR practices (McShane & Cunningham, 2012).
Focusing on more various stakeholders’ authenticity perceptions toward CSR,
Mazutis and Slawinski (2014) and Alhouti et al. (2016) considered stakeholder
perceptions of CSR authenticity as a key element to a company’s success in its CSR
endeavors. In particular, Mazutis and Slawinski (2014) proposed perceptions of
authenticity in CSR as a meaningful construct that can help reconnect business and
society. More specifically, Mazutis and Slawinski (2014) developed a framework that
explains the characteristics of CSR activities influencing stakeholder perceptions of
authenticity toward a company’s CSR efforts. Drawing on the previous authenticity
literature, two dimensions of authenticity were identified as primary factors that are
related to stakeholder perceptions toward a company’s CSR endeavors: (1)
distinctiveness (i.e., the degree to which a company’s CSR endeavors are connected to
their core mission, vision and values); (2) social connectedness (i.e., the degree to which
a company’s CSR endeavors are rooted in a larger social context) (Mazutis & Slawinski,
2014). Based on this framework, Mazutis and Slawinski (2014) explored when an
organization’s CSR endeavors are most likely to be perceived as authentic by
stakeholders and concluded that their proposed dimensions (i.e., distinctiveness, social
connectedness) are essential to stakeholder perceptions of authenticity. In particular,
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Mazutis and Slawinski (2014) suggested that a further exploration of authenticity in CSR
may help minimize the growing chasm between business and society.
More recently, in an attempt to understand the antecedents and outcomes of
perceived authenticity of CSR initiatives among consumers, Alhouti et al. (2016)
proposed four antecedents that influence consumer authenticity perceptions in CSR: (1)
impact (i.e., whether or not a company’s CSR endeavor is viewed by stakeholders as
making a real and meaningful difference and whether or not the company is perceived to
give enough relative to its size and profits); (2) perceived motives (i.e., a company’s
motives to do CSR; self-serving or public-serving); (3) reparation (i.e., the manner in
which a company manages its wrong-doing and seeks to compensate its previous
misdemeanor using its CSR endeavors); (4) fit (i.e., whether a company’s CSR action
aligns with the company’s business objectives). In particular, using an eight-item
unidimensional CSR Authenticity measure, Alhouti et al. (2016) showed that consumer
perceptions of authenticity have a mediating influence on consumer responses toward the
CSR campaign (i.e., boycott behaviors, purchase intents, and loyalty toward the
company). Accordingly, Alhouti et al. (2016) concluded that it is not sufficient for an
organization to merely engage in CSR; rather, an organization’s CSR strategy must also
take into account the degree of consumer perceptions of authenticity toward its CSR
endeavors.
Taken together, the existing authenticity literature in CSR suggests that the extent
to which a CSR program is viewed as authentic influences the organizational benefits
associated with the CSR program. However, previous literature has mainly focused on
employee perceptions of authenticity (Beckman et al., 2009; McShane & Cunningham,
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2012) or has been conceptual in nature (Driver, 2006; Godfrey, 2005; Mazutis &
Slawinski, 2014), and there has been lack of empirical research that examines the effects
of consumer perceptions of authenticity on their CSR evaluations with the exception of
Alhouti et al. (2016). More importantly, a theoretical understanding of CSR Authenticity
could not reach its full potential because there has been lack of literature in understanding
the dimensions that can influence consumer perceptions of authenticity in an
organization’s CSR endeavors. Alhouti et al. (2016) sought to identify the four
antecedents that can influence consumer perceptions of CSR authenticity and introduced
an eight-item unidimensional CSR authenticity scale, however, their one-dimensional
approach might be restrictive to holistically understand how consumers’ overall
perceptions influence their CSR evaluations. It is also worth noting that their proposed
influencing factors (i.e., perceived motives, fit, impact, and reparation) were derived
based on perceptions of authenticity in CSR among undergraduate students with an
average age of 28 years, thus this seems to be further restrictive to gaining consumers’
authenticity perceptions in CSR as acknowledged by the authors (Alhouti et al., 2016).
In accordance with previous CSR literature with regards to authenticity
perceptions of a company’s CSR endeavors (Alhouti et al., 2016; Beckman et al., 2009;
Driver, 2006; Godfrey, 2005; McShane & Cunningham, 2012; Mazutis & Slawinski,
2014), the current research conceives CSR authenticity as a multifaceted and complex
construct comprised of six interrelated dimensions, based on the following steps. Five
dimensions were primarily derived from a close reading of research on authenticity in the
context of CSR based on the seven factors that were proposed in Beckman et al. (2009)
as well as the three indicators that were discussed in Godfrey (2005). One factor from
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Beckman et al. (2009) (i.e., taking a holistic view of the impact of business on all
stakeholders) was eliminated given that the current research focuses on consumer
perceptions of authenticity rather than a holistic impact of business on all stakeholders
(e.g., employees, the investors, the suppliers). The two factors (i.e., tailored to social
needs of the country, visibly enacted in the community) from Beckman et al.’s (2009)
study were combined as one dimension and categorized as community link in the current
research given that these two factors are both closely related to meeting the social needs
of the CSR recipients. The concept of the community link dimension was also discussed
in Mazutis and Slawinski (2014), labeled as ‘social connectedness’ and in Godfrey
(2005), labeled as ‘responsiveness’. Among the remaining four factors proposed by
Beckman et al. (2009), two factors (i.e., more than just a business case, transparency)
appeared similar to two indicators noted in Godfrey’s (2005) (i.e., stability,
transparency); thus these were integrated into two dimensions of CSR authenticity
categorized as commitment and transparency, respectively, in capturing perceptions of
CSR authenticity. The remaining two factors (i.e., consistency, deeply embedded in the
fabric of the firm) of Beckman et al. (2009) were also deemed relevant and thus included
in the current research, categorized as reliability and congruency, respectively. The
notion of the congruence dimension was also discussed in Mazutis and Slawinski (2014)
as one of the two primary dimensions of a company’s authentic CSR (i.e.,
distinctiveness) as well as in Alhouti et al. (2016) as one of the four antecedents that
influence consumers’ perceptions of CSR authenticity (i.e., fit). As a result, five
dimensions among the six dimensions were identified through review of the literature.
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Further, in reading authenticity literature across other disciplines, the current
research attempted to uncover any missing aspects that may influence authenticity
perceptions in terms of a real and genuine expression of a sport organization’s CSR
endeavors. The current research reviewed more than 33 aspects that authenticity
researchers have proposed contribute to or reflect authenticity across various disciplines
(e.g., marketing, brand management, leadership). While a majority of other authenticity
aspects appeared similar or redundant (e.g., transparency and congruency in authentic
leadership, and consistency in brand management) to the proposed five dimensions, or
relevant only within a specific context—but not within the CSR context—one new
element from marketing was deemed meaningful in evaluating CSR authenticity
perceptions. More specifically, in the context of brand authenticity, it has been proposed
that displaying excessive commercial motives is viewed as one of the cues that contribute
to inauthenticity (Beverland, 2006; Holt, 2002; Spiggle et al., 2012). In a similar vein,
previous CSR literature indicated that when CSR programs are viewed as overcommercialized, such insincere gestures could lead to unfavorable consumer evaluations
(Ellen et al., 2006; Sen & Bhattacharya, 2001). In contrast, Ellen et al. (2006) noted that
when there is a perceived altruistic motive, an organization’s CSR actions are judged
more favorably. Thus, in addition to the five dimensions that were identified from the
CSR authenticity literature, the current research includes an addition dimension of
benevolence as the desire of an organization’s CSR endeavors to be perceived as
altruistic and includes this factor as the sixth dimension of CSR authenticity. Table 1
summarizes a review of authenticity features across various disciplines.
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Table 1
A Review of Authenticity Features Across Various Disciplines
Paper
McLeod
(1999)

Definition of Authenticity
“authenticity has been invoked by
hip-hop fans and artists throughout
the 1990s, spoken in terms of being
‘true,’ ‘real,’ or ‘keepin’ it real’” (p.
136). Artists and fans “preserved this
identity by invoking the concept of
authenticity in attempting to draw
clearly demarcated boundaries
around their culture” (p. 136)

Grayson and
Martinec
(2004)

“The word “authentic” is associated
with “genuineness,” “reality,” and
“truth”; however, the words
“genuine” and “true” can mean
different things to different
consumers in different contexts.
The term ‘authenticity’ remains
problematic. Few authors define the
term, nor is a generally acceptable
definition available (Beverland, 2005,
p. 1006). “Creating an impression of
authenticity required creating a
sincere story consisting of a creative
blend of industrial and rhetorical
attributes. Sincerity was achieved
through the public avowal of hand
crafted techniques, uniqueness,
relationship to place, passion for wine
production, and the simultaneous
disavowal of commercial motives,
rational production methods, and the
use of modern marketing
techniques.” (p. 1003)
The use of authenticity as a
positioning device is resonating with
consumers of goods and services (p.
251) based on Grayson & Martinec,
2004.

Beverland
(2005)

Beverland
(2006)
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Dimension of Authenticity
(1) staying true to yourself versus
following mass trends (socialpsychological dimension), (2) black
versus white (racial dimension), (3)
underground versus commercial
(political-economic dimension), (4)
hard versus soft (gender-sexual
dimension), (5) the street versus the
suburbs (social-locational dimension),
(6) the old school versus the
mainstream (cultural dimension)
(1) indexical Authenticity, (2) iconic
Authenticity

(1) the role of formal and informal
classifications, (2) real commitments to
quality, (3) the ability to demonstrate
historical quality and price
performance, (4) sincerity of story, (5)
using place as a referent, (6) using
traditional production methods, (7)
stylistic consistency, (8) history and
culture as referents, (9) appearing
above commercial considerations

Six brand authenticity attribute: (1)
heritage and pedigree, (2) stylistic
consistency, (3) quality commitments,
(4) relationship to place, (5) method of
production, (6) downplaying
commercial motives

Godfrey
(2005)
Goffee and
Jones
(2005)

Ilies et al.
(2005)

Harvey et al.
(2006)

Beckman et
al. (2009)

Spiggle et al.
(2012)

	
  

“Actions driven by core, enduring,
and central organizational values will
be genuine and likely to be perceived
as such” (p. 795)
Authenticity is “the real thing—the
attribute that uniquely defines great
leaders.” (p. 1)
“Authenticity is largely defined by
what other people see in you and, as
such, can to a great extent be
controlled by you.” (p. 1)

Authentic leadership as a process that
combines positive leader capacities
and a highly developed
organizational context based on
Luthans and Avolio (2003)
“authenticity is a developmental
process that promotes self-awareness
and accurate perceptions, and enables
self-regulation that aligns behaviors
with one’s internal values, belief,
emotions, and thoughts” (p. 3)
“Fundamentally, authenticity is an
evaluation, judgment, or assessment
of how real or genuine something is”
(p. 199)

(1) stability, (2) transparency, (3)
responsiveness
(1) get to know yourself and your
origins better (exploring your
autobiography, returning to your roots,
and getting honest feedback); (2) Get to
know others better (building a rich
picture of your environment, removing
barriers between yourself and others,
empathizing passionately with your
people, letting others know what’s
unique (and authentic) about them; (3)
Connect to the organizational context
better (getting the distance right,
sharpening your social antennae,
honoring deeply held values and social
mores, developing your resilience).
(1) self-awareness, (2) unbiased
processing, (3) authentic
behavior/acting, (4) authentic relational
orientation.
(1) self-awareness, (2) unbiased
processing of information, (3) relational
transparency, (4) authentic behavior or
behavior that is aligned with one’s
values, needs, and preferences.

(1) rooted in a passion for the cause and
ethical values, (2) taking a holistic view
on impacts, (3) tailored to social needs
of community, (4) transparency, (5)
consistency, (6) visibly enacted in the
community, (7) deeply embedded in the
fabric of the firm
Brand extension authenticity (BEA)
(1) maintaining brand styles and
is defined “as a consumer’s sense that standards, (2) honoring brand heritage,
a brand extension is a legitimate,
(3) preserving brand essence, (4)
culturally consistent extension of the avoiding brand exploitation
parent brand” (p. 968), and is
“multifaceted and complex,
comprising four interrelated
dimensions” (p. 969)
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McShane and
Cunningham
(2012)

Mazutis and
Slawinski
(2014)

“The notion of being true to oneself”;
employees are truly part of, and share
a deeper commitment with, the
organization” (p. 82)

“being true to oneself” such that
one’s actions and behaviors are
aligned with one’s core values and
beliefs based Harvey et al. (2006);
Authenticity or genuineness has been
discussed mostly peripherally in the
context of CSR.

(1) The CSR program aligns with the
organization’s true identity (cues:
resource commitment, alignment
between elements of the organization’s
CSR program, emotional engagement,
justice, and embeddedness); (2) the
CSR program itself is developmental
(cue: organization takes a leadership
role with regards to its CSR initiatives)
(1) distinctiveness, (2) social
connectedness

Moulard et al.
(2015)

Celebrity authenticity is defined as
“the perception that a celebrity
behaves according to his or her true
self” (p. 175)

(1) rarity (talent, discretion, originality)
(2) stability (consistency, candidness,
morality)

Alhouti et al.
(2016)

“the degree to which the CSR
initiative is perceived to be motivated
by the self-interests of the company
rather than serving the public good”
(p. 3)

Four antecedents: (1) impact, (2)
perceived motives, (3) reparation, (4)
fit
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2.2.6 Dimensions of CSR Authenticity
2.2.6.1 Community Link
Community link is defined as the degree to which stakeholders perceive CSR
initiatives to be connected to their communities (Beveraland & Farrelly, 2010; Beckman
et al., 2009; Driver, 2006; Godfrey, 2005; Mazutis & Slawinski, 2014). The concept of
community link has been discussed in both authenticity literature and CSR literature.
Previous CSR literature has suggested how organizations differ based on their
connectedness to others including society (Driver, 2006; Beckman et al., 2009; Mazutis
& Slawinski, 2014). In particular, ‘feeling connected’ has been discussed as a central
account of authenticity (Beckman et al., 2009; Beverland & Farrelly, 2010; Mazutis &
Slawinski, 2014) in the sense that stakeholders tend to perceive CSR initiatives as
authentic when their CSR initiatives benefit the local community and support the people
within the community. For example, it has been suggested that when organizations view
themselves as rooted in a larger social context, such embeddedness in social relations
results in trust and connectivity with the wider community (Beckman et al., 2009;
Mazutis & Slawinski, 2014).
In a similar vein, previous CSR authenticity literature claims that CSR activities
should serve stakeholders’ interests and value communities to be perceived as authentic
(Driver, 2006; Beckman et al., 2009; Mazutis & Slawinski, 2014). Beckman et al. (2009)
proposed that such connections in social relations lead organizations to incorporate an
organization narrative that is multi-dimensional and dynamic which allows organizations
to better connect with their stakeholders. In particular, Beckman et al. (2009) argued that
CSR programs have to be fitted to the social needs of the community in which they
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operate. For example, in the context of CSR in Chile where there is high degree of
poverty among segments of the population, focusing on issues associated with improving
the quality of life of the unprivileged and low-income employees was often perceived as
crucial. Thus, if CSR programs in Chile are not associated with the quality of life of those
employees, CSR endeavors do not meet the social expectations in the country, and thus
are unlikely to be considered as authentic. More recently, social connectedness to
communities (i.e., the degree to which an organization’s CSR activities are linked to the
social context in which the organization operates) has also been claimed as one of the two
core dimensions to perceptions of CSR authenticity (Mazutis & Slawinski, 2014). In
accordance with Beckman et al. (2009), Mazutis and Slawinski (2014) claim that social
connectedness involves deep engagement with stakeholders and receptiveness to their
needs. It also requires organizations to be mindful regarding their impact on society.
In the context of CSR in sport, the dimension of community link seems
particularly fundamental to perceptions of CSR authenticity since sport has an inherently
unique relevance to community. Sport is deemed as a social institution (Bradish &
Cronin, 2009) and, to some degree, sport is considered as a public good (Siegfried &
Zimbalist, 2000) with a built-in responsibility for sport organizations to give back and
support their communities (Babiak, 2010; Babiak & Wolfe, 2009; Roy & Graeff, 2003).
In particular, given that sport organizations are highly dependent on the communities in
which they operate, many sport organizations are naturally involved in community
outreach activities to tackle important social issues in an attempt to build goodwill in
their communities and enhance their public image and organization reputation (Babiak,
2010; Babiak & Wolfe, 2006; Babiak & Wolfe, 2009; Sheth & Babiak, 2010; Walker &
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Kent, 2009). Due to this social connectedness between sport and community, Smith and
Westerbeek (2007) claim that there is potential for a commercial corporate connection
with a sport organization to convey CSR activities. For example, Smith and Westerbeek
(2007) discuss that “corporate managers and sport managers alike can enhance the
economic prospects of their organizations and maximize the social benefits that they
deliver to society by better harnessing the power of sport to deliver on social and
community objectives.” (p. 52). Further, the passion and emotionally grounded interest in
sport entities (e.g., the team, the game, the athletes) could enhance their receptivity to
social responsibility messages delivered by sport organizations (Babiak & Wolfe, 2009).
In addition, previous CSR literature in sport has claimed that consumers have
high expectations regarding a sport entity’s CSR endeavors. For example, the economic
benefits enjoyed by the sport entities (e.g., players’ high compensations, lucrative
sponsorship agreements, public subsidies for stadium construction) create such high
expectations of reciprocity to ‘give back’ to the local community (Babiak & Wolfe, 2009;
Roy, 2011; Roy & Graeff, 2003). Further, professional athletes enjoy celebrity status and
are heroes to many people, particularly to young children (Roy & Graeff, 2003). As such,
existing CSR literature in sport has claimed that when it comes to opinions regarding
sport organizations’ involvement in CSR endeavors, both non-fans and fans alike agree
that sport organizations should be engaged (Roy, 2011; Roy & Graeff, 2003). Taken
together, consumers’ beliefs that sport organizations should support causes or non-profits
are shown to be stronger than their CSR expectations of businesses in general (Roy &
Graeff, 2003; Roy, 2011), thus, the dimension of community link in CSR authenticity
seems particularly fundamental in the context of CSR in sport.
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2.2.6.2 Reliability
Reliability is defined as the degree to which stakeholders perceive the CSR
program actually does what it promises to do (Alhouti et al., 2016; Basu & Palazzo,
2008; Beckman et al., 2009; O’Connor et al., 2008; Wagner et al., 2009). Reliability
reflects whether a brand (e.g., an organization’s CSR program) is what it appears to be,
not counterfeit, or not the result of spin or exaggerated claims (Brown et al., 2003;
Grayson & Martinec, 2004). That is, what an organization does should be consistent with
what it says about what it is doing to get stakeholders’ acceptance and be considered as
genuine or real. Basu and Palazzo (2008) proposed a three-dimensional sensemaking
model to approach CSR. In their framework, they classified three dimensions comprised
of (1) the cognitive dimension which focuses on ‘what firms think’, (2) the linguistic
dimension which focuses on ‘what firms say’, and (3) the conative dimension which
focuses on ‘how firms tend to behave’. Basu and Palazzo (2008) argue that their three
proposed dimensions can be used to determine the level of ‘sustainability’ (i.e., the
temporal stability of a consequence and the persistence of the actors) of an organization’s
CSR as well as whether or not an organization’s CSR endeavors are authentic rather than
instrumental or even suspicious. Further, Debeljak, Krkac & Banks (2011) discussed
authenticity as the gap between what organizations promise about CSR actions and what
they actually do to be socially responsible. In particular, Debeljak et al. (2011) claimed a
negative relationship in the gap between ‘an organization’s promises and its actions’ and
the degree of authenticity. That is, the gap between an organization’s promises and its
actions decreases as authenticity increases (Debeljak et al., 2011). In a related note,
Wagner et al., (2009) argued that an organization may be perceived as demonstrating
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‘hypocrisy’ (i.e., the belief that a company claims to be something that it is not) when
inconsistent information about its own statements (e.g., CSR promises) and observed
behaviors (e.g., CSR actions) emerges. In particular, Wagner et al. (2009) found that
when a company’s CSR behaviors are inconsistent with its stated CSR standards, a
company’s proactive communication strategy of its CSR endeavors (i.e., when the
company’s CSR promises precede conflicting observed behavior) led to higher levels of
perceived hypocrisy than a reactive strategy (i.e., when the company’s CSR promises
follow observed behavior). Nonetheless, the company’s inconsistent CSR information in
both scenarios (i.e., proactive and reactive situations) increases perceptions of hypocrisy,
such that CSR promises can actually be counterproductive (Wagner et al., 2009).
The dimension of reliability has been discussed as an important element of
stakeholder perceptions of authenticity in previous CSR literature (Alhouti et al., 2016;
Beckman et al., 2009). Characterized as ‘consistency’, Beckman et al. (2009) claimed
that, in order to be regarded as authentic, there should be great consistency between what
the company says and the company does in its CSR endeavors. The gap between what an
organization’s CSR promises to do and what it actually does was also discussed in
Alhouti et al. (2016). Labeled as ‘reparation’ (i.e., the ways in which an organization
deals with a wrongdoing and aims to resolve a previous wrongdoing through CSR),
Alhouti et al. (2016) note that reparation can be only viewed as authentic when the
organization addresses a previous misconduct in a responsible manner and “puts in place
preventive measures to make sure the incident does not occur again” (p. 3) (e.g., an
organization with environmentally destructive issues shows a genuine passion to fix those
issues and not do them again as well as put efforts to behave in a more environmentally
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friendly way). In contrast, an organization’s CSR endeavor is viewed as inauthentic when
the consumer feels the organization does CSR only to compensate for negative incidents
(e.g., the Gulf oil spill) that have already occurred in a reactive manner but do not
genuinely behave responsibly in a preventive manner (Alhouti et al., 2016). In particular,
the compensatory reactions that an organization takes after a negative incident have an
impact on consumer perceptions of authenticity toward the organization’s CSR because,
in accordance with persuasion knowledge theory and attribution theory, consumers would
evaluate what they know about the organization and the negative incident to determine
why the organization is engaging in CSR (Alhouti et al., 2016).
In the context of CSR in sport, while there has been a lack of literature that
examines the concept of reliability, as noted earlier, given that consumers have high
expectations regarding a sport entity’s CSR endeavors in which professional athletes are
viewed as role models to many people—particularly to youth (Roy & Graeff, 2003),
perceived reliability seems even more important. For example, Heads-Up Football
campaign that was launched in 2012 to promote concussion awareness in youth football
has been criticized as a suspicious marketing tactic to reassure parents at a time the NFL
was confronting intense public criticism regarding the concussion scandal (Fainaru &
Fainaru-Wada, 2014). In particular, since participation in Pop Warner dropped almost 10
percent between 2010-12 after criticism regarding concussions in the NFL, Heads-Up
Football campaign was merely considered as “a product that the NFL is selling” in order
to “create the illusion that the game is safe or can be made safe” in response to the public
criticism toward concussion issues in the NFL (Fainaru & Fainaru-Wada, 2014).
In addition, when the NBA initiated the NBA Cares program soon after the NBA
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players’ scandal, various stakeholders were skeptical about the league’s CSR endeavors
(i.e., what the NBA’s CSR says) (Giannoulakis & Drayer, 2009). Thus, NBA Cares was
perceived as an insincere gesture to cover-up the negative images of NBA players at most
(i.e., what the NBA does). Studies indicate that organizations must not only be consistent
in their CSR efforts from one initiative to the next, but also be consistent in implementing
those same CSR efforts constantly and holistically in all of the organization’s operations
(Beckman et al., 2009; O’Conner et al., 2008). As such, a sport organization is expected
to demonstrate a sufficient level of reliability between what it says and what it actually
does in order to accomplish authenticity in its CSR endeavors.

2.2.6.3 Commitment
Commitment is defined as the degree to which stakeholders perceive the
organization as dedicated or steadfast in its CSR initiatives (as opposed to adjusting
initiatives to meet current trends) (Beckman et al., 2009; Ellen, Mohr, & Webb, 2000;
Faust & Householder, 2009; Godfrey, 2005). An organization’s commitment to a
designated CSR program has been described as one of the indicators of the genuineness
of CSR (Beckman et al., 2009; Godfrey, 2005). L’Etang (1994) further claims that CSR
commitment is one of the factors determining whether or not the organization is
exploiting the CSR program for their bottom line. In a related note, Webb and Mohr
(1998) suggest that the length of time committed to CSR endeavors can be used as a cue
for evaluating an organization’s motives.
In the CSR authenticity literature, an organization’s commitment to CSR
endeavors has been also proposed as an important cue of authenticity perceptions toward

	
  

40	
  

the CSR endeavors (Beckman et al., 2009). Beckman et al. (2009) describe an
organization’s commitment to CSR as ‘more than just a business case’ when an
organization’s CSR endeavors are embedded in a passion for the cause and moral values,
as opposed to when such endeavors are done solely for short-term publicity. In particular,
Godfrey (2005) claimed that a company’s consistent CSR engagements are an important
indicator to avoid inauthentic perceptions of the company’s CSR endeavors showing the
company’s long-term commitment to such CSR efforts. That is, it has been noted that
when an organization views CSR as a tactic to gain its business’s bottom line, but the
organization is not committed to the cause, such endeavors are likely to be perceived as
inauthentic, and thus fail. Further, Schein (1992) notes that for an organization’s
commitment to CSR endeavors to be perceived as positive, it is imperative for them to
integrate the endeavors within its culture. More specifically, Mazutis and Slawinski
(2014) note that when an organization’s values are sufficiently reflected in its CSR
programs, the organization is more likely to be dedicated to the CSR program in the long
term. In contrast, an organization’s CSR programs that are not sufficiently integrated into
an organization’s values last only for a short time in response to external pressures
(Mazutis & Slawinski, 2014). In addition, it has been claimed that when an organization’s
commitment is derived from internal and moral considerations such as organization
values (Basu & Palazzo, 2008), the organization is more likely to integrate its CSR
programs into the organization’s daily activities (Weaver, Trevino, & Cochran, 1999).
While the concept of commitment has not been largely researched in the CSR
literature in sport, Inoue et al. (2013) showed that a sport organization’s perceived effort
(i.e., the amount of involvement that is devoted to CSR) enhanced the credibility of the
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organizations in CSR, and thus leads to positive consumer evaluations of their CSR
endeavors.

2.2.6.4 Congruence
Congruence is defined as the degree to which stakeholders perceive an alignment
between an organization’s CSR efforts and the vital core of its own business (Alhouti et
al., 2016; Babiak & Wolfe, 2009; Beckman et al., 2009; Mazutis & Slawinski, 2014;
McShane & Cunningham, 2012). Previous research indicates that, in order to be authentic
in the eyes of stakeholders, an organization’s CSR actions should be deeply rooted in the
core value of the business (Beckman et al., 2009). That is, CSR should align with the
organization’s core value, mission, and with ‘the heart of the business’ since CSR is a
means to manage the business.
In the authenticity literature in CSR, Mazutis and Slawinski (2014) claimed that
organizational members must have a clear and shared sense of their organization’s values
and purpose in order to be true to themselves in their CSR efforts. As such, CSR
activities that are congruent with an organization’s core values tend to be perceived as
more authentic by key stakeholders (Beckman et al., 2009; Dowling & Moran, 2012;
Dutton & Dukerich, 1991; Mazutis & Slawinski, 2014; Scott & Lane, 2000). Further,
Alhouti et al. (2016) identified perceived congruence (i.e., an organization’s CSR action
aligns with the core business objectives of the organization) as one of the four deciding
factors that signals authenticity of a CSR action. In particular, Alhouti et al. (2016) note
that fit is perceived as an authenticity cue of a CSR action when the CSR aligns with the
brand’s concept (e.g., the company that sells outdoor sport/equipment supports the
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environment) or when the action logically aligns with the company’s core business (e.g.,
a company that donates its products for people in need in a CSR campaign). In contrast,
lack of fit may signal inauthenticity of the CSR action when the brand’s concept does not
logically align with its CSR action (e.g., a high-end clothing brand supporting the local
community or donating to charities) or when a company’s CSR action is viewed as
deceiving in reference to its core business (e.g., a company that makes profits by oil
extraction and sales supports green initiatives) (Alhouti et al., 2016). Further, Alhouti et
al. (2016) indicate that fit may also have a positive impact when the CSR aligns with the
relevance/interest of the target market.
In the context of CSR in sport, Smith (2003) claimed that it is imperative to
reflect both a fit with industry characteristics as well as the sport organization’s mission
and values to develop a genuine CSR strategy. Smith (2003) further argued that reflecting
the core of the organization’s own characteristics is also strategically critical to making
an organization’s CSR strategy distinctive from that of other competitors. The concept of
congruency was also discussed in Babiak and Wolfe (2009). Categorized as ‘strategicCSR’ in one of the four classifications of CSR in professional sport, Babiak and Wolfe
(2009) suggest that ‘strategic-CSR’ is the most ideal type of CSR effort, where an
organization best leverages the resources (e.g., players, coaches, the team’s mascot,
partners, game tickets) that are available within the organization while satisfying
community needs. Further, Roy (2011) empirically showed that perceived sincerity was
significantly more positive for a congruent brand-cause alliance (e.g., MLB supports
Reviving Baseball in Inner Cities program) as opposed to the incongruent brand-cause
alliance (e.g., MLB supports Habitat for Humanity).
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2.2.6.5 Benevolence
Benevolence is defined as the degree to which stakeholders perceive CSR
initiatives as altruistic (as opposed to commercial/profit seeking) (Alhouti et al., 2016;
Beverland, 2006; Holt, 2002; Spiggle et al., 2012). Previous brand literature suggests
downplaying commercial motives is viewed as one of the cues that contribute to
authenticity (Beverland, 2006). In particular, Holt (2002) argued that consumers may
perceive a brand to be more or less commercialized. More specifically, Holt (2002)
claimed that “brands must be disinterested; they must be perceived as invented and
disseminated by parties without an instrumental economic agenda, by people who are
intrinsically motivated by their inherent value” to be authentic (p. 83). Further, Holt
(2002) noted, “Postmodern consumers perceive modern branding efforts to be inauthentic
because they ooze with the commercial intent of their sponsors” (p. 83), indicating that
consumers are now aware that marketers ‘promiscuously’ try to incorporate stories and
images to their brands—even when such stories and images are not related to the brands’
real history and consumption.
Similarly, over-commercialized CSR activities may eventually make consumers
too jaded, so that they do not care anymore. As such, when an organization is not really
committed to their CSR endeavors, and just aims to enhance their bottom-line,
stakeholders tend to perceive such endeavors as inauthentic. In particular, stakeholders
tend to question the authenticity of CSR initiatives when they perceive organizations
primarily are implementing CSR programs for their own benefit as self-centered
attribution (Becker-Olsen, Cudmore, & Hill, 2006; Ellen et al., 2006).
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Such insincere gestures will then cause many stakeholders to embrace negative
perceptions toward the organization, leading to negative consumer behaviors (Luo, 2004;
Sen & Bhattacharya, 2001), which is known as the CSR communication paradox.
Accordingly, Ellen et al. (2006) indicated that an organization’s CSR actions are
generally successful when there is a perceived altruistic motive.
While the concept of benevolence has been frequently discussed in the CSR
literature, little is known regarding the role of benevolence in consumer perceptions in
the context of CSR in sport. In particular, a few studies that examined the role of
benevolence in the context of sport generally show ambivalent effects. For example,
Kim, Kwak, and Kim (2010) find no significant effects of a team’s motive (commercial
vs. altruistic) on attitudes toward the CRM campaign. Kim et al. (2010) proposed that the
lack of interaction effect between CRM motives and consumer responses might provide
evidence that there may be general appeal and effectiveness of CRM in a spectator sport
context. In an examination of another cue of benevolence (i.e., donation size), Inoue et al.
(2013) find significant effects of benevolence on consumer responses toward CSR; the
more money a sport brand donates leads to more positive consumer attitudes. As such,
Inoue et al. (2013) indicated that consumers may respond favorably if they perceive a
sport organization’s CSR endeavors as benevolent.

2.2.6.6 Transparency
Transparency is defined as the degree to which stakeholders perceive CSR
information (e.g., CSR decisions, practices, and outcomes) to be open and available to
public evaluation (Basu & Palazzo, 2008; Beckman et al., 2009; Godfrey, 2005;
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Waddock & Googins, 2011). Strathern (2000) notes that transparency, “making the
invisible visible” (p. 309) helps stakeholders understand what is happening within an
organization. Transparency relates to the degree organizations’ initiatives, impacts,
decisions and policies are made observable to key stakeholders (Crane & Matten, 2010).
In the CSR literature, transparency has been viewed as an important indicator of an
organization’s genuineness in regards to its CSR endeavors that builds stakeholders’ trust
in an organization (Basu & Palazzo, 2008; Beckman et al., 2009; Godfrey, 2005; Wicki
& van der Kaaij, 2007). Transparency (i.e., disclosing unbiased CSR communications to
an organization’s stakeholders) has been also discussed as a key factor in creating
organizationally embedded CSR endeavors as opposed to reactive CSR endeavors under
external pressures (Basu & Palazzo, 2008).
Further, Godfrey (2005) discussed transparency as an indicator of the genuineness
of CSR. In particular, Godfrey (2005) noted that companies should publicly disclose
details of their CSR endeavors (e.g., the foci of CSR activities, the degree of monetary
and other types of support, and the objectives and motivation of CSR). In addition, it is
noted that transparency particularly plays a critical role in the early phases of CSR
initiatives by allowing the stakeholders to evaluate the new direction of the organization,
(Debeljak, et al., 2011; Waddock & Googins, 2011; Wicki & van der Kaaij, 2007).
Transparency is particularly seen as a significant dimension when stakeholders’
mistrust toward CSR actions is prevalent. For example, Beckman et al. (2009) argued that
while a lack of transparency in CSR leads external stakeholders to perceive that activities
are inauthentic, authenticity perceptions can be achieved by opening the organization’s
CSR endeavors to various stakeholder groups. In particular, it is described that
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organizations should open their operations to the scrutiny of different stakeholder groups
in order to be regarded as authentic beyond their CSR reports (Beckman et al., 2009).
While the concept of transparency has not yet been discussed in the CSR literature in
sport, Levermore (2011) indicates that there is lack of transparent and substantive
evidence of evaluation of CSR in sport. For example, the NFL’s A Crucial Catch
campaign has been frequently critiqued, and described as ‘the NFL is covered in pink’
(Brockell, 2014), due to the NFL’s reluctance to disclose how participants’ donations
have been used.

2.3 Conclusion
The goal of this chapter was to uncover the dimensions that can influence
consumer perceptions of CSR authenticity in evaluating CSR programs as the first phase
in CSR Authenticity Scale development. Six dimensions of CSR authenticity (i.e.,
community link, reliability, commitment, congruence, benevolence, and transparency)
were identified from the authenticity literature. Table 2 summarizes proposed six CSR
Authenticity dimensions and their definitions.
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Table 2
Proposed Six CSR Authenticity Dimensions and Their Definitions
Dimension
Definition
Related Dimension(s)/ Literature
Community The degree to which stakeholders • Responsiveness (Godfrey, 2005)
Link
perceive CSR initiatives are
• Tailored to the social needs of the
connected to their communities.
community (Beckman et al., 2009)
• Visibly enacted in the community
(Beckman et al., 2009)
• Social connectedness (Mazutis &
Slawinski, 2014)
• The CSR program actually does what it
Reliability
The degree to which stakeholders
promises to do (Alhouti et al., 2016;
perceive the CSR program
Basu & Palazzo, 2008; O’Connor et al.,
actually does what it promises to
2008; Wagner
do.
• et al., 2009).
• Consistency between a company’s CSR
endeavors and all other aspects of the
company’s operations (Beckman et al.,
2009)
Commitment The degree to which stakeholders • A company’s consistent CSR
perceive the organization
engagements are an important indicator
as dedicated or steadfast in the
to avoid inauthentic perceptions of the
CSR initiatives as opposed to
company’s CSR endeavors showing the
adjusting initiatives to meet
company’s long-term commitment to
current trends.
such CSR efforts Godfrey (2005)
• An organization’s commitment to a
designated CSR program (Beckman et
al., 2009; Ellen, Mohr, & Webb, 2000;
Faust & Householder, 2009)
Congruence The degree to which stakeholders • Deeply embedded in the fabric of the
firm (Beckman et al., 2009)
perceive an alignment
between an organization’s CSR
• Aligned with organization’s true identity
efforts and the vital core of its
(McShane & Cunningham, 2012)
own business.
• Distinctiveness (Mazutis & Slawinski,
2014)
• Fit (Alhouti et al., 2016)
Benevolence The degree to which stakeholders • Downplaying commercial motives
perceive CSR initiatives as
(Beverland, 2006)
altruistic as opposed to
• Avoiding brand exploitation (Spiggle et
commercial (profit seeking).
al., 2012)
Transparency The degree to which stakeholders • Be open and available to public
perceive CSR decisions,
evaluation (Basu & Palazzo, 2008;
practices, outcomes, etc. to be
Beckman et al., 2009; Godfrey, 2005;
open and available
Waddock & Googins, 2011)
to public evaluation.
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CHAPTER 3
CSR AUTHENTICITY SCALE DEVELOPMENT
3.1 Phase 2: Consumer Perceptions of CSR Authenticity (Study 1)

3.1.1 Study Outline
Five focus groups were conducted as phase 2 in the development of the CSR
Authenticity Scale in an attempt to (1) gain a better understanding about individuals’
perspectives regarding authenticity in CSR, (2) generate insights into the proposed six
CSR authenticity dimensions that were revealed in the literature review (phase 1; Chapter
2), and (3) identify any additional dimensions that may influence consumer perceptions
of CSR authenticity.

3.1.2 Participants and Procedures
Twenty-three participants agreed to participate in the five focus groups (five
participants in each except one group with three participants). Focus group participants
ranged in age from 25 to 55; 91% were Caucasian; 52% were female. Table 3
summarizes the participant characteristics of the five focus groups.
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Table 3
Focus Group Participant Characteristics
Group

Male Adults

Female
Adults

Mixed
Adults

Male
Undergrads

Female
Undergrads

Number of
participants

3

5

5

5

5

Duration
(minute)

46

31

40

34

40

20~22

20~22

High School

High School

Age
Education

35~55
25~45
26~35
Undergraduate Undergraduate
~
~
Graduate
Graduate
Graduate

Each focus group session lasted between 31 and 46 minutes and was led by one or
two moderators. During the focus group interviews, participants discussed their ideas of
authenticity regarding the NFL’s three different types of CSR campaigns (Play 60, Heads
Up Football, A Crucial Catch). Discussions were centered around the participants’
opinions of authenticity regarding the NFL’s three CSR campaigns. The group was asked
the following fundamental open-ended research questions regarding participant
perceptions of authenticity toward these CSR campaigns (e.g., Which of these campaigns
seem most genuine or authentic to you? What aspects of these campaigns make them
authentic in your opinion? What aspects, if any, make any of these feel inauthentic to
you?) with follow-up questions for clarification. Table 4 summarizes the NFL’s CSR
campaign descriptions.
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Table 4
The NFL’s CSR Campaign Descriptions
About Play 60
The NFL launched Play 60 in 2006 as a nationwide, web-based health-based program in
alliance with major corporations and nonprofit partners in an attempt to tackle childhood
obesity. The NFL Movement for an Active Generation, NFL Play 60, has been focusing
on the health and wellness of young fans by encouraging them to be active for at least 60
minutes a day. The NFL’s players across League have been encouraging kids to get
moving. Designed to tackle childhood obesity, NFL Play 60 brings together the NFL’s
long-standing dedication to health and fitness with various like-minded partner
organizations—Action for Healthy Kids, Ad Council, American Heart Association,
National Dairy Council, Nickelodeon, United Way, and the U.S. Department of Health
and Human Services. In additional to national public service advertisements (PSAs) and
online programs, Play 60 has been implementing locally, as part of the NFL’s in-school,
after-school, and team-based programs, from youth football to “What Moves U.” The
NFL players—Tom Brady (New England Patriots), Steven Jackson (St. Louis Rams),
and Tony Romo (Dallas Cowboys)—have been involved in the campaign as Play 60
Team Captains to motivate and inspire kids.
About Heads Up Football
Heads Up Football is a comprehensive program developed by USA Football to advance
player safety in the game of football. USA Football implemented the Heads Up Football
program in 2012 and the campaign is funded entirely by the NFL. To increase prevention
and recognition of concussion management, the NFL has been funding Heads Up
Football. Since 2012, Heads Up Football has been promoting concussion awareness,
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educating and certifying coaches, teaching proper helmet fitting, and instructing players
and coaches on heat illness and dehydration. The campaign is promoted by many former
NFL players who serve as the program’s ambassadors to the 2,700-plus youth leagues
which have joined it. Critics of the Heads Up Football have questioned if the Heads Up
program actually make football safer, arguing that it is mere a marketing tactic and a
public relations effort intended to persuade parents that football can be made safe and
thus safeguard a continuous flow of players into the ever-popular NFL (Geier, 2014). No
data currently exists to show that these techniques and education programs decrease head
injury rates (Geier, 2014).
About A Crucial Catch
A Crucial Catch was introduced in 2009 to increase breast cancer awareness in
partnership with the American Cancer Society. Since its inception, in recognition of
National Breast Cancer Awareness month, every October, players and officials have
worn pink items such as gloves, shoes, hats, armbands, patches, and towels complete with
a pink breast cancer awareness ribbon, which are then auctioned off with proceeds going
to cancer research. In addition, there are pink penalty flags as part of the NFL’s breast
cancer awareness program, A Crucial Catch. A Crucial Catch campaign has become a
good way for partnering brands (e.g., Nike, Gatorade and New Era) and the NFL to
enhance their charitable image while increasing pink paraphernalia sales, all apparently in
the name of promoting the meaningful social cause (breast cancer awareness). However,
there has been criticism regarding this pink campaign. For example, the non-profit Think
Before You Pink, the “watchdog for the breast cancer movement” claims that October has
become “Breast Cancer Industry Month” (Sternberg, 2013).
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3.1.3 Data Analysis and Results
The data was transcribed by Connecticut Secretary, Inc., a professional
transcription company. Thereafter, I coded the transcriptions and created new codes that
were not based on any preexisting notions and dimensions from the literature. At the end
of the round 1 of coding, I created 97 different codes. Some examples of those codes
include: high involvement, donation proximity, cause importance, altruistic motives,
profit seeking motives, pursuing own benefits, hypocrisy, actual impact, and personal
relevancy.
From the list of first-level codes, I then compared my codes to the dimensions that
were identified in the authenticity literature. Based on these dimensions, I reviewed my
created codes to see which codes fit the dimensions as identified in the literature review.
For example, if one of my codes clearly fit in one of six dimensions, I considered
evidence of that established dimension. 83 of my 97 codes were compared similarly to
the dimensions that were discovered from the authenticity literature.
After comparing my codes to six dimensions from the literature, there were 14
codes that did not fit within those dimensions. Based on these different codes, I created
two additional dimensions. Among the two, one was labeled as broad impact, defined as
the degree to which stakeholders perceive CSR initiatives benefit numerous recipients,
and was included in the subsequent studies. The other one was labeled as personal
connection, and defined as the degree to which individuals perceive the CSR initiatives as
authentic based on their personal relevance to the cause. However, since one’s personal
connection to a specific cause may vary depending on his/her personal experience and/or
situations, this factor was treated as a control variable rather than being added as an

	
  

53	
  

additional CSR authenticity dimension.
Analysis of focus group interviews led to insights into three key issues. First, the
vast majority of participants generally accepted the proposed six dimensions as
meaningful components in evaluating an organization’s diverse CSR campaigns. Second,
two additional factors (i.e., broad impact and personal connection) were identified as
meaningful dimensions that can also influence consumers’ perceptions of CSR
authenticity. Lastly, the data indicate that all of the focus group participants unanimously
agreed that perceptions of CSR authenticity are an important concept when assessing an
organization’s CSR campaigns.
After the completion of this coding process, I felt comfortable moving forward
with seven proposed dimensions and one control variable that can be used to measure
consumer perceptions of CSR Authenticity. Table 5 summarizes examples of evidence
for the dimensions including their first-level codes of CSR Authenticity.
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Table 5
Consumer Quotations for the Seven CSR Authenticity Dimensions and First-Level Codes
Respondent
Female
Undergrad 4
Male
Undergrad 2
Male
Adult 2

Dimension/
(First-Level
Code)
Community
Link
(Helping My
Community)
Community
Link
(Community
Support)
Congruence
(The NFLCause Fit)

Female
Undergrad 2

Congruence
(The NFLCause
Alignment)

Female
Adult 3

Reliability
(Empty
Promises)

Male
Mixed Adult 1
Male
Undergrad 4

Reliability
(Actual Doing)
Commitment
(Longer
Duration)

Male
Mixed Adult 2

Commitment
(Long-Term
Support)

	
  

Respondent Quotation
“I know a lot of people when they think of CSR they
usually think about how it affects them and the area
around them. So if it doesn’t affect your community it may
be hard to relate to the CSR.”
“If you know that the money is going to go to some
organizations, there can be trust in that. But if you can see
how it’s going to affect me and my community directly,
then there is even more trust in that, I think.”
“They [the NFL] have the means and the expertise to make
a change and I think if it’s congruent with what the
business is doing they might be able to do that much better
than with the breast cancer [A Crucial Catch] which is not
very well linked to what they are doing. That makes it even
more authentic if they can actually do something about it.”
“If you’re doing something completely left wing from
what your company does it questions why are you doing it.
And then it brings up that whole profit seeking versus
being authentic. For me if you have something that aligns
with your business values then there’s no reason why it’s
not more genuine.”
“To me, the most important thing is that they follow
through on their promises. I don’t want to see empty
promises where you don’t actually see anything come out
of it.”
“I want them [organizations] to do it. I want them
[organizations] to actually do those things”
“I’ve known about Play 60 for quite a few years. Play 60 is
the one of the three that I recognized right off the bat.
They’ve [the NFL] been playing the commercials with
celebrity athletes describing what it is for a number of
years. So I’ve known about this for a while”
“They [the NFL] do have short-term needs that they might
want to satisfy through corporate social responsibility so
they might do that and they might want to have a long-term
commitment. I think it goes a long way if they can say that
they’ve been supporting, to the extent that they want to,
breast cancer research [A Crucial Catch] for twenty years.
People might feel like they are really committed to it.”
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Female
Undergrad 3

Benevolence
(Pursuing Own
Benefits)

Female
Adult 3

Benevolence
(Profit Seeking
Motives)

Male
Adult 2

Transparency
(We Don’t
Know What’s
Going On)

Female
Adult 2

Broad Impact
(Helping More
People)

Female
Undergrad 1

Personal
Connection
(Personal
Relatedness)

Male
Undergrad 3

Personal
Connection
(Helping My
Family)

	
  

“I think the merchandising aspect of the breast cancer one
makes it less authentic because they’re telling…they’re
promoting sales in order to support breast cancer and it’s
kind of hard for people to see how that’s actually
supporting the cause.”
“I think … the Crucial Catch you definitely like … it’s
well advertised. Everyone knows about it but I think a lot
of what takes away from it is the fact that they’re
generating merchandise sales and they’re encouraging
wear pink to games and participate.”
“The Catch one [A Crucial Catch], the breast cancer
awareness one, the fact that we don’t know, none of us,
well, I know that 95 percent of the pink gear profits are
going back to…So we don’t know that 100 percent of the
money that they raise for the pink gear goes toward breast
cancer awareness, so there is a certain non-transparency
about that program, just because, I haven’t heard them say
that 100 percent goes…And if they don’t say that 100
percent goes, that to me implies that 100 percent is not
going; otherwise they would state it proudly that every
dollar you spend on pink gear goes towards breast cancer
awareness. And it may, but I’ve never heard them say that
it is, so it’s probably not”.
“Play 60 involves every child whether they’re athletic or
not and every single kid should go out and get activity
every day. The other two are wonderful, too, but they gear
more towards … the Crucial Catch gears more towards
women and the other one [Heads Up Football] gears
towards the sports kids and adults … it’s wonderful but
Play 60 is for every kid.”
“I would maybe see the Play 60 as more genuine just
because where I’m from a very, very poor area and I know
that kids don’t have the resources to…for after school
activities and stuff like that. I know obesity is a really big
problem there and sometimes they just need a star or
someone to come in and show them things they can do to
get more active and can help them avoid problems in the
future. . . So it does make a difference in those kids’ lives
and I am only speaking from where I’m from.”
“My mom actually just recently went through it. She’s
going through it again but I don’t know necessarily…she
didn’t receive direct benefit from the program. But I know
the proceeds go to breast cancer research. I think that
definitely is helping to make strides with different
treatments and stuff too.”
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3.2 Phase 3: Item Generation
Based both on my review of the authenticity and CSR literature (phase 1), and
five focus groups’ feedback (phase 2), seven dimensions were expected to capture the
concept of CSR authenticity. A total of 77 items were generated to measure the
dimensions of CSR authenticity and personal connection. Two items of congruence were
adapted from previous research (Speed & Thompson, 2000). With the exception of these
two items, items were created based on the in-depth review of CSR and authenticity
literature and the definitions provided in previous chapters. Next, these items were
scrutinized for context validity by a panel of experts including two sport marketing
faculty who are knowledgeable in scale development, and five marketing practitioners
with experience in various CSR activities (DeVellis, 1991). In particular, the experts
were asked to focus on redundancy, lack of association, content ambiguity (Hardesty &
Bearden, 2004) and scale representativeness of the construct (Zaichkowsky, 1985).
Further, in an attempt to confirm face validity, the complete survey instrument was
pretested with a small group of experts for additional review. This expert review resulted
in a list of 32 items: five items to measure community link, four items for reliability, five
items for commitment, four items for congruence, four items for benevolence, five items
for transparency, five items for broad impact. In addition, three items were developed to
measure personal connection. The refined list with 32 items was employed to develop the
CSR Authenticity Scale for testing in the pilot questionnaire in the next phase. All items
are based on 7-point Likert scales. In phase 4, these CSR Authenticity items were pilot
tested via a confirmatory factor analysis (CFA) using MPlus version 5. Table 6
summarizes the CSR Authenticity factors and items.
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Table 6
CSR Authenticity Factors and Items
Factors and Items
Community Link (5 Items)
I think people in my community will be helped by Play 60
I can see how Play 60 impacts my community.
I think Play 60 positively affects my community and the area around me.
I think Play 60 is valuable to my community.
There is a positive interaction between Play 60 and my community.
Reliability (4 Items)
Play 60 will actually do what it promises to do
Play 60 accomplishes what it says it will accomplish.
Play 60 achieves its designated goals.
The results of Play 60 are in line with the desired results.
Commitment (5 Items)
The NFL provides a great deal of support for Play 60.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
Congruence (4 Items)
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60 (Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Play 60 and the NFL seem compatible.
Benevolence (4 Items)
The support by the NFL for Play 60 seems altruistic to me
The NFL supports Play 60 because they care about this cause.
The NFL is acting benevolently in their support for Play 60.
The NFL is being philanthropic in their support for Play 60.
Transparency (5 Items)
The NFL’s Play 60 seems very transparent.
All aspects of the NFL’s Play 60 are open to public evaluation.
The important features of the NFL’s Play 60 are accessible to the public.
It is easy to evaluate aspects of the NFL’s Play 60.
The NFL’s Play 60 exhibits a lot transparency.
Broad Impact (5 Items)
The NFL’s Play 60 positively affects many people.
The NFL’s Play 60 benefits many individuals.
The NFL’s Play 60 helps numerous people.
The NFL’s Play 60 positively affects many people.
The NFL’s Play 60 has a broad impact on many people.
Control Variable
Personal Connection (3 Items)
I feel a connection to causes related to childhood obesity because I, or friends/family members have been
affected by it.
I feel a personal connection to programs designed to fight childhood obesity.
My life has been impacted by childhood obesity in some way.
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3.3 Phase 4: Initial Test of a CSR Authenticity Measurement Model (Study 2)

3.3.1 Study Outline
The purpose of Study 2 is to empirically test a new scale of authenticity in CSR
programs, which represents the seven dimensions that were derived both conceptually
(Phase 1; Literature Review) and empirically (Phase 2 (Study 1); Focus Groups) in the
previous phases. Four potential CSR Authenticity models (i.e., first-order seven-factor
model, second-order model, bifactor model, and unidimensional model) were examined
via a CFA using MPlus version 5.

3.3.2 Participants and Procedures
A convenience sample of two hundred twenty five students for this pilot study
was obtained through three sport management undergraduate classes at a large university
in the Northeast. Nine surveys were disqualified due to incomplete information. This
resulted in 216 usable surveys. The remaining respondents consisted of 164 males
(75.9%) and 52 females (24.1%). The majority of the respondents were Caucasian
(82.9%), followed by Asian (7.4%) and African-American (3.7%). Table 7 summarizes
the demographic characteristics of respondents.
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Table 7
Demographic Characteristics of Respondents
Variable
Gender
Age
Race

Group
Male
Female
18-21
22-25
26-30
Caucasian
African American
Hispanic
Asian
Other

n
164
52
195
12
9
179
8
7
16
6

%
75.9
24.1
90.3
5.6
4.2
82.9
3.7
3.2
7.4
2.8

In their agreement to participate in the study, individuals were instructed to visit a
Qualtrics online survey and read short directions for the survey questionnaires.
Participants were given a brief introduction to the study, in which they were told that they
would be used as part of a sport marketing study. Each subject was given a brief
description of Play 60:
Play 60 is the National Football League (NFL)’s campaign to encourage kids to
be active for 60 minutes a day in order to help reverse the trend of childhood
obesity. Since 2007, NFL Play 60 has been promoting the importance of youth
health and fitness with partner organizations, local communities and schools. NFL
Play 60 encourages kids to go out and play, and make their lives healthier.
Thereafter, they were asked to complete the questionnaires including the seven
dimensions of CSR authenticity, personal connection, and demographic information.
Participants completed the questionnaires at their own pace.
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3.3.3. Data Analyses and Results
Reliability coefficients were examined as part of the scales reliability analysis.
Also, means and standard deviations of the variables were examined to identify
measurement items of the seven dimensions of CSR Authenticity and a control variable
(i.e., personal connection). The initial measurement scales indicated adequate internal
reliability as shown by reliability coefficients for all measurement items ranging from
.688 for benevolence to .893 for broad impact based on the cutoff standard (.70)
suggested by Murphy and Davidshofer (2001). Table 8 provides means, standard
deviations, and reliability coefficients of the 32 items of CSR Authenticity and three
items of personal connection.
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Table 8
Means, Standard Deviations, Reliability Coefficients of CSR Authenticity Factors and
Items
Factors and Items
Community Link (5 Items)
I think people in my community will be helped by Play 60.
I can see how Play 60 impacts my community.
I think Play 60 positively affects my community and the area around me.
I think Play 60 is valuable to my community.
There is a positive interaction between Play 60 and my community.
Benevolence (4 Items)
The support by the NFL for Play 60 seems altruistic to me.
The NFL supports Play 60 because they care about this cause.
The NFL is acting benevolently in their support for Play 60.
The NFL is being philanthropic in their support for Play 60.
Congruence (4 Items)
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60
(Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Play 60 and the NFL seem compatible.
Commitment (5 Items)
The NFL provides a great deal of support for Play 60.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
Transparency (5 Items)
The NFL’s Play 60 seems very transparent.
All aspects of the NFL’s Play 60 are open to public evaluation.
The important features of the NFL’s Play 60 are accessible to the public.
It is easy to evaluate aspects of the NFL’s Play 60.
The NFL’s Play 60 exhibits a lot transparency.
Broad Impact (5 Items)
The NFL’s Play 60 positively impacts a lot of people.
The NFL’s Play 60 benefits many individuals.
The NFL’s Play 60 helps numerous people.
The NFL’s Play 60 positively affects many people.
The NFL’s Play 60 has a broad impact on many people.
Reliability (4 Items)
Play 60 will actually do what it promises to do.
Play 60 accomplishes what it says it will accomplish.
Play 60 achieves its designated goals.
The results of Play 60 are in line with the desired results.
Control Variable
Personal Connection (3 Items)
I feel a connection to causes related to childhood obesity
because I, or friends/family members have been affected by it.
I feel a personal connection to programs designed to fight
childhood obesity.
My life has been impacted by childhood obesity in some way.
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Mean
3.93
4.55
3.42
3.81
3.98
3.89
4.74
4.70
4.75
4.69
4.81
5.52
5.64
5.50

SD
1.21
1.42
1.66
1.51
1.48
1.50
0.93
1.12
1.31
1.17
1.23
0.98
1.02
1.22

5.44
5.49
4.99
5.09
5.00
4.98
4.96
4.93
4.47
4.50
4.43
4.64
4.40
4.38
4.86
4.96
4.87
4.91
4.89
4.69
4.77
4.90
4.73
4.76
4.68

1.11
1.15
1.01
1.67
1.25
1.25
1.21
1.23
0.94
1.18
1.16
1.28
1.32
1.34
0.94
1.32
1.28
1.29
1.25
1.27
0.93
1.10
1.10
1.07
1.05

3.48
3.56

1.45
1.73

3.59

1.69

3.29

1.78

α
0.859

0.688

0.889

0.892

0.828

0.893

0.880

0.790

3.3.3.1 Confirmatory Factor Analysis
A series of CFA were conducted to assess the reliability and validity of the CSR
Authenticity measurement model. While two of the key assumptions (i.e., large sample
size and indicators measured on continuous scales) required to conduct a CFA were met
(Brown, 2012), the multivariate normality assumption was not. While most of the
skewness and kurtosis indices were within the ± 2.00 range (Field, 2000 & 2009;
Gravetter & Wallnau, 2014; Trochim & Donnelly, 2006), the kurtosis indices for
congruence indicated slight deviation of the data from normality (i.e., the kurtosis
indices; 2.06 ~ 2.56). MPlus version 5 provides maximum likelihood parameter estimates
with standard errors and a mean-adjusted chi-square test statistic that are robust to nonnormality (MLM) that is shown to provide robust parameter estimations in the presence
of the multivariate normality violation; the MLM chi-square test statistic is also referred
to as the Satorra-Bentler chi-square (Muthén & Muthén, 2008).
Composite reliability (CR) scores and factor loadings were examined as part of
the scales reliability analysis. Construct validity was evaluated by convergent validity and
discriminant validity. Convergent validity is evaluated through the average variance
extracted (AVE). Convergent validity is established when an AVE score is greater than
.50, indicating that the amount of variance explained by the constructs was greater than
the variance explained by measurement error (Fornell & Larcker, 1981). Discriminant
validity is established when AVE for each construct exceeds the squared correlations
between that construct and any other (Fornell & Larcker, 1981). Various fit indices for
the measurement were assessed with the ratio of the Satorra-Bentler scaled chi-square (SB χ2) to degrees of freedom, the comparative-of-fit-index (CFI), the Tucker-Lewis Index
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(TLI), the values of the root mean square error of approximation (RMSEA), and
standardized root mean square residual (SRMR). While there is no clear-cut guideline
about what value of the normed chi-square (χ2/df) is minimally acceptable, Bollen (1989)
notes that values of the χ2/df of 2.0, 3.0, or even as high as 5.0 have been recommended
as an indicator of reasonable fit. However, it is important to consider other multiple fit
indices since the χ2 statistic has been shown to be sensitive to sample size (Hair et al.,
2009).
Factor loadings, composite reliability (CR), and average variance extracted
(AVE) were obtained in the initial CFA results (See Table 9). The results of the CFA in
the model showed that all items in the measurement model showed high factor loadings,
exceeding the cut-off point of .50 (Hair et al., 2009), ranging from .56 to .89 providing
evidence that each item appropriately captured their respective factor except one item
from benevolence that failed to exceed the cut-off point. Construct validity of
benevolence and transparency were not accepted given that the value of CR of
benevolence was less than the recommended criteria of .70 and the values of AVE of
benevolence and transparency (.37 and .49, respectively) were both below the
recommended criteria of .50 (Fornell & Larcker, 1981; Hair et al., 2009) (See Table 9).
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Table 9
Summary Results for Initial Confirmatory Factor Analyses
Factors and Items
Community Link
I think people in my community will be helped by Play 60.
I can see how Play 60 impacts my community.
I think Play 60 positively affects my community and the area around me.
I think Play 60 is valuable to my community.
There is a positive interaction between Play 60 and my community.
Benevolence
The support by the NFL for Play 60 seems altruistic to me
The NFL supports Play 60 because they care about this cause.
The NFL is acting benevolently in their support for Play 60.
The NFL is being philanthropic in their support for Play 60.
Congruence
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60
(Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Play 60 and the NFL seem compatible.
Commitment
The NFL provides a great deal of support for Play 60.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
Transparency
The NFL’s Play 60 seems very transparent.
All aspects of the NFL’s Play 60 are open to public evaluation.
The important features of the NFL’s Play 60 are accessible to the public.
It is easy to evaluate aspects of the NFL’s Play 60.
The NFL’s Play 60 exhibits a lot transparency.
Broad Impact
The NFL’s Play 60 positively impacts a lot of people.
The NFL’s Play 60 benefits many individuals.
The NFL’s Play 60 helps numerous people.
The NFL’s Play 60 positively affects many people.
The NFL’s Play 60 has a broad impact on many people.
Reliability
Play 60 will actually do what it promises to do.
Play 60 accomplishes what it says it will accomplish.
Play 60 achieves its designated goals.
The results of Play 60 are in line with the desired results.
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Loadings
	
  
0.56
0.73
0.84
0.80
0.78

CR
0.87

AVE
0.57

	
  
	
  

	
  
	
  

	
  
	
  
0.69
	
  

	
  
	
  
0.37
	
  

0.89

0.67

	
  
	
  
	
  
	
  
0.89
	
  

	
  
	
  
	
  
	
  
0.62
	
  

	
  
	
  
	
  
	
  
0.83
	
  

	
  
	
  
	
  
	
  
0.49
	
  

0.89

0.63

	
  
	
  
	
  
	
  
0.89

	
  
	
  
	
  
	
  
0.58

0.36
0.76
0.61
0.65
	
  
0.80
0.73
0.89
0.85
	
  
0.76
0.80
0.87
0.78
0.75
0.60
0.66
0.78
0.74
0.71
	
  
0.76
0.79
0.80
0.82
0.79
0.77
0.89
0.83
0.74

Further, Discriminant validity of benevolence and transparency was not
established since AVE for these two constructs did not exceed the squared correlations
between that construct and any other (Fornell & Larcker, 1981) (See Table 10). These
two constructs were further discussed in section 3.3.4 and were reexamined with a new
set of sample in Phase 5.

Table 10
Bivariate Correlations among the CSR Authenticity Constructs
Variable
1
2
3
4
5
6
7
1.CL
(.57)
–
–
–
–
–
–
2.RE
.50**
(.58)
–
–
–
–
–
**
**
3.CM
.42
.67
(.62)
–
–
–
–
4.CG
.24**
.45**
.60**
(.67)
–
–
–
**
**
**
**
5.BN
.50
.54
.67
.63
(.37)
–
–
6.TR
.53**
.66**
.71**
.42**
.63**
(.49)
–
7.BI
.57**
.69**
.68**
.50**
.64**
.72**
(.63)
Note. *p < .05. **p < .01.
CL = community link. RE = reliability. CM = commitment. CG = congruence. BN =
benevolence. TR = transparency. BI = broad impact.
Numbers in a bracket on the diagonal represent average variance extracted (AVE).
3.3.3.2 CSR Authenticity Measurement Model: Tests of Unidimensional and
Multidimensional Perspectives of CSR Authenticity
In an attempt to explore the structure of CSR Authenticity, four potential CSR
Authenticity measurement models (i.e., first-order factor model, hierarchical model,
bifactor model, and unidimensional model) were examined in Study 2. Although the
structure and dimensionality of CSR Authenticity has never been explicitly theorized in
the literature, Alhouti et al. (2016) considered CSR Authenticity as one global factor.
This unidimensional (general-factor) approach of CSR, reminiscent of Alhouti et al.’s
(2016) work in CSR Authenticity, suggests that there is only a general factor of CSR
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Authenticity with 8 items: (1) The company’s CSR actions are genuine, (2) The CSR
action preserves what the company means to me, (3) The CSR action captures what
makes the company unique to me, (4) The company’s CSR action is in accordance with
the company’s values and beliefs, (5) The company is being true to itself with its CSR
actions, (6) The company is standing up for what it believes in, (7) The company is a
socially responsible company, (8) The company is concerned about improving the wellbeing of society. According to this conceptualization, the seven proposed individual
dimensions of CSR Authenticity do not exist as distinct conceptual constructs. However,
Alhouti et al.’s (2016) unidimensional CSR Authenticity conceptualization does not seem
to be theoretically plausible given that previous authenticity literature including CSR
authenticity literature has fundamentally suggested multiple factors (Beckman et al.,
2009; Beverland, & Farrelly, 2014; Mazutis & Slawinski, 2014; McShane &
Cunningham, 2012; Morhart et al., 2015; Napoli et al., 2012).
In fact, previous research has claimed that psychological constructs are commonly
characterized by several related features (e.g., personality traits, depression, attention, and
subjective well-being) (Chen et al., 2012) and “strict unidimensionality is more of a
mythological concept than an attainable reality for most psychological constructs” (Lance
& Vandenberg, 2010, p. 49; Reise, Morizot & Hays, 2007). Further, previous research
argued that uncovering multidimensional solutions for theoretically unidimensional
constructs is not unusual (Brown, Finney, & France, 2011; Reise, Waller, & Comrey,
2000). In particular, previous research indicates that fitting a bifactor model could help
establish whether proposed unidimensional items are essentially unidimensional and
should not be broken up into subdimensions or whether the items are multidimensional
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and require a model that reflects more complex nature of dimensionality (Brown et al.,
2011). That is, if the items had significant relationships with both the general and domain
specific factors, then it would indicate that the items themselves are multidimensional,
and the bifactor model best represents the data (Brown et al., 2011).
As such, in an attempt to test both unidimensional and multidimensional
perspectives of CSR Authenticity, four potential CSR Authenticity measurement models
(i.e., first-order factor model, hierarchical model, bifactor model, and unidimensional
model) were examined in the following section.

3.3.3.2.1 First-Order Model
A 32-item, first-order seven-factor CSR Authenticity model was estimated using
CFA via MPlus version 5, and inspection of model fit revealed a marginally acceptable
overall fit (CFI = .894, TLI =. 883, RMSEA = .062, SRMR = .230, S-B χ2 = 823.419, df
= 450 (S-B χ2/df = 1.83). The results indicated that three of the five indices (CFI ≥ .90,
TLI ≥ .90, S-B χ2/df < 3, RMSEA ≤ .08, SRMR ≤ .09) associated with the seven-factor
model did not meet recommended standards. The CFI value (.894) and TLI value (.883)
were close to the recommended threshold of .90 (Hair et al., 2009), providing evidence of
a marginally acceptable fit. In addition, while S-B χ2/df (1.83) was less than the
recommended threshold of 3.0 and RMSEA (.062) was less than the criteria of .08 for
reasonable fit (Brown, & Cudeck, 1993; Byrne, 2000), SRMR (.230) was above a
recommended threshold of .09. Overall, the first-order seven-factor CSR Authenticity
model is a marginally acceptable fit.
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Exploring a higher-order conceptualization is warranted because of the relatively
high intercorrelations of the seven dimensions of CSR Authenticity (Anderson &
Gerbing, 1988). All seven dimensions were significantly correlated with one another (See
Table 10). Highly correlated latent factors propose the need to explore the probability of
a higher-order structure for the CSR Authenticity scale; theoretically, the hierarchical
model examines whether the correlations among latent factors are the product of another
latent factor (i.e., CSR Authenticity) (Anderson & Gerbing, 1988; Lee, Lee, Seo, &
Green, 2012). Also, a hierarchical model has been considered as a more constrained,
parsimonious version of the first-order model (Keith, 2005).

3.3.3.2.2 Hierarchical Model (Second-Order Model)
A 32-item, second-order factor CSR Authenticity model was estimated using
CFA via MPlus version 5, and inspection of model fit revealed a reasonable overall fit
(CFI = .892, TLI =. 883, RMSEA = .062, SRMR = .069, S-B χ2 = 835.46, df = 457 (S-B
χ2/df = 1.83). The results indicated that two of the five indices (CFI ≥ .90, TLI ≥ .90, S-B
χ2/df < 3, RMSEA ≤ .08, SRMR ≤ .09) associated with the seven-factor model did not
meet recommended standards. The CFI value (.892) and TLI value (.883) were somewhat
lower than the recommended threshold of .90 (Hair et al., 2009), providing evidence of a
reasonable fit. In addition, S-B χ2/df (1.83) was less than the recommended threshold of
3.0, and both RMSEA (.062) and SRMR (.069) were within the criteria of .08 and .09,
respectively, for reasonable fit (Brown, & Cudeck, 1993; Byrne, 2000). Overall, a 32item, second-order CSR Authenticity model revealed a reasonable fit to the data. Figure 2
summarizes all factor loadings for the second-order CSR Authenticity model.
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Figure 2
Second-Order CSR Authenticity Model
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3.3.3.2.3 Bifactor Model (General-Specific Model)
It has been reported that second-order factor models are nested within bifactor
models (Rindskopf & Rose, 1988; Yung, Thissen, & McLeod, 1999). Bifactor models are
also known as general-specific or nested models (Chen, Hayes, Carver, Laurenceau, &
Zhang, 2012). As such, after examining the second-order factor CSR Authenticity model,
Study 2 also tested the bifactor model that specified one general factor of CSR
Authenticity and the seven domain specific factors. While bifactor models have been
used largely in the intelligence research (e.g., Gustafsson & Balke, 1993; Luo, Petrill,
&Thompson, 1994) and are somewhat less familiar, the bifactor model was adopted by
Kim, Trail, and Ko (2011) in the context of sports regarding relationship quality. In
particular, Kim et al. (2011) tested both second-order model and bifactor model for their
sport consumers’ relationship quality model and concluded that the bifactor model
appears to fit the data better than the second-order model in their study; and thus chose
the bifactor model including one general relationship quality construct and five
relationship quality dimensions (trust, commitment, intimacy, identification, reciprocity).
A bifactor CSR Authenticity model with 32 items was estimated using CFA via
MPlus version 5, and inspection of model fit revealed an acceptable overall fit (CFI =
.897, TLI =. 882, RMSEA= .062, SRMR = .065, and S-B χ2 = 793.76, df = 432 (S-B χ2/df
= 1.84). A S-B χ2 difference test was conducted to statistically compare the two
alternative models. The S-B χ2 difference test for comparison of the bifactor model and
the second-order factor model was significant (adjusted S-B χ2 difference (25) = 43.25, p
= .013). Overall, the bifactor model appears to fit the data better than the second-order
model in the current research. As can be seen from Figure 3, all factor loadings for the
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General CSR Authenticity factor were positive and significant. All factor loadings for
domain specific factors were positive and significant except four items for benevolence.
Thus, the results indicate that the items themselves are multidimensional, and the bifactor
model best represents the data (Brown et al., 2011).
Figure 3
Bifactor CSR Authenticity Model
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3.3.3.2.4 Unidimensional Model (One-Factor Model)
To clarify the CSR Authenticity dimensionality, Study 2 also tested the
unidimensional model (i.e., a one-factor model) in which all 32 items load on one factor
in order to evaluate whether the CSR Authenticity really is multidimensional or rather
measures of one construct. Inspection of the model fit indices of the unidimensional CSR
Authenticity model revealed an inadequate fit to the data (CFI = .689, TLI =. 668,
RMSEA = .104, SRMR = .121, S-B χ2 = 1,559.18, df = 455 (S-B χ2/df = 4.66). The
results indicated that none of the five indices associated with the unidimensional model
met recommended standards (CFI ≥ .90, TLI ≥ .90, S-B χ2/df < 3, RMSEA ≤ .08, SRMR
≤ .09). The CFI value (.689) and TLI value (.668) were considerably lower than the
recommended threshold of .90 (Hair et al., 2009), providing evidence of a poor fit. In
addition, S-B χ2/df (4.66) was above a recommended threshold of 3.0, and both RMSEA
(.104) and SRMR (.230) exceeded the criteria of .08 and .09, respectively, for reasonable
fit (Brown, & Cudeck, 1993; Byrne, 2000). Overall, the unidimensional model did not
represent the data adequately and thus the unidimensional solution was rejected. These
results empirically confirm the multidimensional nature the CSR Authenticity construct
as conceptualized in the previous CSR Authenticity literature (Beckman et al., 2009;
Mazutis & Slawinski, 2014; McShane & Cunningham, 2012).

3.3.4 Conclusion
To test the initial measurement model of CSR Authenticity, four potential CSR
Authenticity measurement models were examined: (1) a first-order seven-factor model
(CFI = .894, TLI =. 883, RMSEA = .062, SRMR = .230, S-B χ2 = 823.419, df = 450 (S-B
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χ2/df = 1.83)), (2) a second-order model (CFI = .892, TLI =. 883, RMSEA = .062, SRMR
= .069, S-B χ2 = 835.46, df = 457 (S-B χ2/df = 1.83)), (3) a bifactor model (CFI = .897,
TLI =. 882, RMSEA= .062, SRMR = .065, and S-B χ2 = 793.76, df = 432 (S-B χ2/df =
1.84)), and (4) a unidimensional model (i.e., one-factor model) (CFI = .689, TLI =. 668,
RMSEA = .104, SRMR = .121, S-B χ2 = 1,559.18, df = 455 (S-B χ2/df = 4.66)). In
particular, a unidimensional model was tested to examine if the CSR Authenticity is
multidimensional or rather measures of one construct. Additionally, three alternative CSR
Authenticity measurement models were tested where conceptually and/or empirically
correlated factors were combined as one factor (i.e., reliability and commitment,
reliability and benevolence, and transparency and broad impact). A bifactor model
collectively achieved the best fit statistics in Study 2. Table 11 summarizes model
comparisons between the bifactor model and five alternative models including the
unidimensional model in which all 32 items load on one factor.
Table 11
Model Comparisons
Model
Criteria
1) One-Factor
2) First-Order
3) Second-Order
4) Bifactor
5) First-Order (a)
6) First-Order (b)
7) First-Order (c)

S-B χ2

df

1,559.18
823.42
835.46
793.76
953.17
928.64
873.85

465
450
457
432
455
455
455

S-B χ2/df
<3
4.66
1.83
1.83
1.84
2.09
2.04
1.92

CFI
> .90
.689
.894
.892
.897
.858
.865
.881

TLI
> .90
.668
.883
.883
.882
.846
.853
.870

RMSEA
< .080
.104
.062
.062
.062
.071
.069
.065

SRMR
< .090
.121
.230
.069
.065
.235
.240
.274

Note: 1) One-Factor (i.e., Unidimensional) Model (all 32 items are loaded on one factor)
2) First-Order Seven-Factor Model
3) Second-Order Model
4) Bifactor Model
5) First-Order Six-Factor Model (a) (reliability and commitment are combined)
6) First-Order Six-Factor Model (b) (reliability and benevolence are combined)
7) First-Order Six-Factor Model (c) (transparency and broad impact are combined)
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In summary, the tests of the initial CSR Authenticity measurement results confirm
the multidimensionality of CSR Authenticity. There are some concerns regarding the
convergent validity of benevolence and transparency where their AVE scores did not
exceed the cutoff value of .5 (.37, .49, respectively). Further, these two dimensions also
raised concerns about discriminant validity since these two dimensions’ AVE scores did
not exceed the squared correlations between that construct and others (Fornell & Larcker,
1981). To address these concerns, in Study 3, I reexamined and reworded the problematic
items for these two dimensions. In addition, one item from community link that had the
lowest factor loading (.56) (See Table 9) was revised. The revised items were reviewed
by a panel of experts. After these necessary item revisions, a series of CFA were
conducted to test the final CSR Authenticity measurement models. In particular, secondorder models, bifactor models, and a unidimensional model were reexamined to assure
both unidimensional and multidimensional perspectives of CSR Authenticity with the
revised seven items in Phase 5 (Study 3).
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3.4 Phase 5: Final Test of the CSR Authenticity Measurement Model (Study 3)

3.4.1 Study Outline
Phase 5 aims to test the final measurement model of CSR Authenticity with a new
set of data from national consumers. Second-order models and bifactor models were
reexamined with the revised seven items. In an attempt to search for the best model fit
and also to achieve a parsimonious scale, only the most highly loaded three items per
each dimension were selected (Batra, Lenk, & Wedel, 2010; Homburg, Schwemmle, &
Kuehnl, 2015, Park, MacInnis, Priester, Eisingerich, & Iacobucci, 2010). A unidimensional model was also reexamined in order to assure the dimensionality of CSR
Authenticity.

3.4.2 Participants and Procedures
A total of six hundred and thirty seven individuals were recruited from Amazon
Mechanical Turk (MTurk), the largest online labor marketplace where registered
members conduct human-related tasks for a small compensation (Wu, 2013). Given that
the current research is based on sports in North America, participation was limited to
those who reside in the United States. A small compensation ($0.25) was given to the
respondents for participation. Twenty-eight surveys were disqualified due to incomplete
information. This resulted in 609 usable surveys. The remaining respondents consisted of
356 males (58.5%) and 253 females (41.5%). The average age of the respondents was 36
years old ranging from 18 to 75 (M = 36.01, SD = 12.03). The majority of the
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respondents were Caucasian (79.5%), followed by African-American (6.7%) and
Hispanic (6.1%). Respondents’ demographic information is summarized in Table 12.
Table 12
Demographic Characteristics of Respondents
Variable
Gender
Male
Female
Race
Caucasian
African American
Hispanic
Asian
Others
Prefer not to answer
Highest education
High school
Undergraduate degree
Some college/university
Graduate degree or higher
Others
Prefer not to answer
Household income in 2015
Less than $19,999
$20,000-$49,999
$50,000-$79,999
$80,000-$109,999
$110,000-$139,999
$140,000-$169,999
$170,000-$199,999
$200,000 or more
Prefer not to answer
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N

%

356
253

58.5
41.5

484
41
37
5
5
37

79.5
6.7
6.1
0.8
0.8
6.1

3
235
191
129
2
49

0.5
38.6
31.4
21.2
0.3
8.0

81
191
161
90
35
20
4
8
19

13.3
31.4
26.4
14.8
5.7
3.3
0.7
1.3
3.1

Prior to test the final measurement CSR Authenticity models, one item from
community link, three items from benevolence, and three items from transparency were
revised based on the results of the initial CSR Authenticity measurement model. In
particular, ambiguous items for benevolence (e.g., The support by the NFL for Play 60
seems altruistic to me) and transparency (e.g., The NFL’s Play 60 exhibits a lot of
transparency) caused concerns regarding convergent validity where AVE scores did not
exceed the cutoff value of .5 (.37, .49, respectively). Further, these two dimensions also
raised concerns about discriminant validity since their AVE values did not exceed the
squared correlations between that construct and others (Fornell & Larcker, 1981). As
such, these problematic items were reworded to avoid double-barreled questions and
reviewed by a panel of experts.
In the survey, participants were given a brief introduction to the study, in which
they were told that they would be used as part of a sport marketing study. In order to
enhance the ecological validity, a different CSR program (i.e., the NFL’s Head Up
Football) was employed in the survey. Each subject was given a brief description of
Heads Up Football:
Heads Up Football is a comprehensive program developed by USA Football to
advance player safety in the game of football. To increase prevention and
recognition of concussion management, the NFL has been funding Heads Up
Football. Since 2012, Heads Up Football has been promoting concussion
awareness, educating and certifying coaches, teaching proper helmet fitting, and
instructing players and coaches on heat illness and dehydration.
Thereafter, respondents were asked to complete questionnaires including the 32 items of
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the seven-dimension CSR Authenticity measure, personal connection, identification with
the NFL, and demographic information. Respondents completed the questionnaires at
their own pace.

3.4.3 Data Analyses and Results
Reliability coefficients were examined as part of the scales reliability analysis.
Also, means and standard deviations of the variables were examined to identify
measurement items of the seven dimensions of CSR Authenticity. Revised measurement
scales indicated adequate internal reliability as shown by reliability coefficients for all
measurement items ranging from .868 for benevolence to .933 for commitment based on
the cutoff standard (.70) suggested by Murphy and Davidshofer (2001). Table 13
summarizes the revised set of 32 items to measure seven dimensions of CSR
Authenticity, means, standard deviations, and reliability coefficients.
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Table 13
Means, Standard Deviations, and Internal Reliability Coefficients
Factors and Items
Community Link (5 Items)
Heads Up Football helps my community (Revised).
I can see how Heads Up Football impacts my community.
I think Heads Up Football positively affects my community and the area around me.
I think Heads Up Football is valuable to my community.
There is a positive interaction between Heads Up Football and my community.
Benevolence (4 Items)
The NFL’s support of Heads Up Football is unselfish (Revised).
The NFL supports Heads Up Football because they care about this cause.
The NFL supports Heads Up Football to benefit others (Revised).
The NFL supports Heads Up Football to be generous (Revised).
Congruence (4 Items)
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60
(Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Play 60 and the NFL seem compatible.
Commitment (5 Items)
The NFL provides a great deal of support for Heads Up Football.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
Transparency (5 Items)
The important features of the NFL’s Heads Up Football are accessible to the public.
It is easy to evaluate aspects of the NFL’s Heads Up Football program.
The public can understand what goes on in the NFL’s Heads Up Football program
(Revised).
The public can easily evaluate the NFL’s Heads Up Football program (Revised).
It is easy to evaluate the NFL’s Heads Up Football program (Revised).
Broad Impact (5 Items)
The NFL’s Heads Up Football program positively impacts a lot of people.
The NFL’s Heads Up Football program benefits many individuals.
The NFL’s Heads Up Football program helps numerous people.
The NFL’s Heads Up Football program positively affects many people.
The NFL’s Heads Up Football program has a broad impact on many people.
Reliability (4 Items)
The Heads Up Football program will actually do what the NFL promises to do.
Heads Up Football program accomplishes what the NFL says it will accomplish.
Heads Up Football program achieves the NFL’s designated goals.
The results of Heads Up Football program are in line with the desired results.
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Mean
4.61
4.77
4.43
4.67
4.79
4.61
4.66
4.32
4.87
5.06
4.38
5.91
5.88
6.15

SD
1.31
1.50
1.61
1.45
1.41
1.40
1.38
1.75
1.52
1.50
1.61
1.00
1.14
1.04

	
  

5.78
5.81
5.21
5.15
5.23
5.25
5.19
5.16
4.69
4.84
4.59

	
  
1.24
1.21
1.27
1.28
1.29
1.32
1.39
1.30
1.19
1.37
1.45

4.99

1.37

4.58
4.59
5.27
5.32
5.38
5.31
5.24
5.09
5.02
4.96
5.01
5.09
5.02

1.46
1.40
1.14
1.26
1.27
1.24
1.33
1.33
1.14
1.33
1.28
1.24
1.30

α
0.930
	
  
	
  
	
  
	
  
	
  0.868
	
  
	
  
	
  
	
  0.889
	
  
	
  
	
  
	
  
	
  0.933
	
  
	
  
	
  
	
  
	
  0.897
	
  
	
  
	
  
	
  
	
  0.930
	
  
	
  
	
  
	
  
	
  0.911
	
  
	
  
	
  	
  	
  

As used in Phase 4 to test the initial CSR Authenticity measurement models, a
series of CFA was conducted to assess the final measurement model of CSR Authenticity
using maximum likelihood parameter estimates with standard errors and a mean-adjusted
chi-square test statistic that are robust to non-normality (MLM) by MPlus version 5 due
to the slight deviation of data for congruence from normality (i.e., the kurtosis indices;
1.87 ~ 3.88). The results of the CFA in the model showed that all items in the
measurement model showed high factor loadings, exceeding the cut-off point of .50 (Hair
et al., 2009), ranging from .75 to .93, providing evidence that each item appropriately
captured their respective factor. Composite reliability (CR) values of all of the seven
dimensions were greater than the recommended criteria of .70 and the values of AVE
were greater than the recommended criteria of .50, ranging from .67 for benevolence to
.80 for commitment (Fornell & Larcker, 1981; Hair et al., 2009). Table 14 summarizes
the factor loadings, CR, and AVE of the seven-dimension CSR Authenticity model with
32 items.
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Table 14
Factor Loadings, CR, and AVE of the CSR Authenticity Model
Loadings/
CR
0.94
0.86
0.83
0.93
0.90
0.85
0.89
0.81
0.85
0.85
0.75
0.92
0.94
0.77

Factors and Items
Community Link (5 Items)
Heads Up Football helps my community (Revised).
I can see how Heads Up Football impacts my community.
I think Heads Up Football positively affects my community and the area around me.
I think Heads Up Football is valuable to my community.
There is a positive interaction between Heads Up Football and my community.
Benevolence (4 Items)
The NFL’s support of Heads Up Football is unselfish (Revised).
The NFL supports Heads Up Football because they care about this cause.
The NFL supports Heads Up Football to benefit others (Revised).
The NFL supports Heads Up Football to be generous (Revised).
Congruence (4 Items)
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60
(Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Play 60 and the NFL seem compatible.
Commitment (5 Items)
The NFL provides a great deal of support for Heads Up Football.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
Transparency (5 Items)
The important features of the NFL’s Heads Up Football are accessible to the public.
It is easy to evaluate aspects of the NFL’s Heads Up Football program.
The public can understand what goes on in the NFL’s Heads Up Football program
(Revised).
The public can easily evaluate the NFL’s Heads Up Football program (Revised).
It is easy to evaluate the NFL’s Heads Up Football program (Revised).
Broad Impact (5 Items)
The NFL’s Heads Up Football program positively impacts a lot of people.
The NFL’s Heads Up Football program benefits many individuals.
The NFL’s Heads Up Football program helps numerous people.
The NFL’s Heads Up Football program positively affects many people.
The NFL’s Heads Up Football program has a broad impact on many people.
Reliability (4 Items)
The Heads Up Football program will actually do what the NFL promises to do.
Heads Up Football program accomplishes what the NFL says it will accomplish.
Heads Up Football program achieves the NFL’s designated goals.
The results of Heads Up Football program are in line with the desired results.
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0.87
0.83
0.95
0.88
0.90
0.88
0.91
0.90
0.93
0.81
0.82
0.81
0.90
0.91
0.95
0.91
0.89
0.87
0.90
0.87
0.94
0.92
0.91
0.90
0.83

AVE
0.77
	
  
	
  
	
  
	
  
	
  

0.67

	
  
	
  
	
  
	
   0.73
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

0.80

0.73

	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  	
  

0.79

0.79

Further, discriminant validity of the seven constructs was established since AVE
for each construct exceeded the squared correlations between that construct and any other
(Fornell & Larcker, 1981) (See Tables 15).

Table 15
Bivariate Correlations among the CSR Authenticity Constructs
Variable
1
2
3
4
5
6
7
1.CL
(.77)
–
–
–
–
–
–
2.RE
.51**
(.79)
–
–
–
–
–
**
**
3.CM
.41
.72
(.80)
–
–
–
–
4.CG
.32**
.59**
.62**
(.73)
–
–
–
**
**
**
**
5.BN
.43
.72
.55
.38
(.67)
–
–
6.TR
.45**
.77**
.61**
.46**
.67**
(.73)
–
**
**
**
**
**
**
7.BI
.61
.65
.62
.57
.51
.55
(.79)
Note. *p < .05. **p < .01.
CL = community link. RE = reliability. CM = commitment. CG = congruence. BN =
benevolence. TR = transparency. BI = broad impact.
Numbers in a bracket on the diagonal represent average variance extracted (AVE).
3.4.3.1 CSR Authenticity Measurement Model
Based on the results of the initial CSR Authenticity measurement model tests in
Phase 4, the second-order model and the bifactor model of CSR Authenticity were
examined. A unidimensional model was also reexamined in order to assure the
dimensionality of CSR Authenticity.

3.4.3.1.1 Hierarchical Model (Second-Order Model)
The model fit indices of the second-order CSR Authenticity model (S-B χ2/df =
1812.92/465 = 3.90, CFI = .885, TLI = .877, RMSEA = .069, and SRMR = .141) showed
a marginally acceptable model fit to the data. Both CFI value (.885) and TLI value (.877)
were smaller than the recommended threshold of .90 (Hair et al., 2009), providing a
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marginally acceptable fit. Also, while RMSEA (.069) was less than the criteria of .08 for
a reasonable fit (Brown, & Cudeck, 1993; Byrne, 2000), SRMR (.141) exceeded the
criteria of .09 (Hu & Bentler, 1999). In an attempt to increase the model fit of the secondorder CSR Authenticity model, one item with the lowest factor loading from each of the
seven dimensions (community link item 2, benevolence item 4, congruence item 2,
commitment item 3, broad impact item 3, reliability item 4, and transparency item 1) was
eliminated. After a total of seven items were eliminated, a CFA was conducted to assess
the revised measurement model of CSR Authenticity with 25 items. The model fit indices
of the revised measurement model (S-B χ2/df = 1,254.42/276 = 4.54, CFI = .890, TLI=
.880, RMSEA = .076, and SRMR= .150) again showed a marginally acceptable model fit
to the data. Next, in an attempt to examine if the model fit could be further improved and
also to achieve a parsimonious scale, only the three best-loaded items were selected in the
second-order CSR Authenticity model (Batra et al., 2010; Homburg et al., 2015; Park et
al., 2010). However, the revised seven-dimension second-order CSR Authenticity model
including the reduced 21 items did not improve the overall model fit (S-B χ2/df =
954.33/190 = 5.02, CFI = .892, TLI = .881, RMSEA = .081, SRMR = .137).

3.4.3.1.2 Bifactor Model (General-Specific Model)
Next, as examined in Phase 4, Study 3 also tested the bifactor model that specified
one general factor of CSR Authenticity and the seven domain specific factors—
community link, reliability, commitment, congruence, benevolence, transparency, and
broad impact—was examined via CFA using MPlus version 5. First, a CFA was
conducted to test the measurement of the bifactor CSR Authenticity model with 32
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complete items. The bifactor CSR Authenticity model yielded good fit for the data (S-B
χ2/df = 1,057.31/432 = 2.45, CFI = .947, TLI = .939, RMSEA = .049, SRMR = .059) and
fit better than the second-order model in this data set. These results indicate empirical
support for individual constructs reflecting both the distinct aspect of specific dimensions
of CSR Authenticity and the general nature of CSR Authenticity (Alhouti et al., 2016;
Beckman et al., 2009; Mazutis & Slawinski, 2014; McShane & Cunningham, 2012).
Next, in an attempt to examine if the model fit could be further improved, one item with
the lowest domain specific factor loading from every dimension (community link item 5,
congruence item 4, commitment item 4, broad impact item 5, reliability item 4,
benevolence item 2, and transparency item 1) was eliminated. The bifactor CSR
Authenticity model with the reduced 25 items yielded slightly improved fit for the data
(S-B χ2/df = 610.04/250 = 2.44, CFI = .958, TLI = .949, RMSEA = .049, SRMR = .058).
Lastly, to achieve a parsimonious scale, the three items with the highest domain specific
factor loading for every dimension were selected from the seven-dimension bifactor CSR
Authenticity model (Batra et al., 2010; Homburg et al., 2015; Park et al., 2010). The
bifactor CSR Authenticity measurement model including 21 items generates the best fit
for the data (S-B χ2/df = 394.79/168 = 2.35, CFI = .966, TLI = .958, RMSEA = .047,
SRMR = .055).
As noted in Phase 4, it has been reported that second-order factor models are
nested within the bifactor models (Rindskopf & Rose, 1988; Yung et al., 1999). Thus a SB χ2 difference test was conducted to statistically compare the two alternative models.
The S-B χ2 difference test for comparison of the bifactor model and the second-order
factor model was significant (adjusted S-B χ2 difference (22) = 449.26, p < .001). As
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shown in Figure 4, all factor loadings for the general CSR Authenticity constructs were
positive and significant. All factor loadings for domain specific factors were positive and
significant as well. From these results, the implication is the CSR Authenticity items are
multidimensional, and the bifactor CSR Authenticity model best represents the data
(Brown, Finney, & France, 2011). Overall, the bifactor model appears to fit the data
better than the second-order model in Study 3. Thus the bifactor model with 21 items was
chosen and would be used for further analyses. Table 16 summarizes the final 21 items of
CSR Authenticity.
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Figure 4
Final Bifactor CSR Authenticity Model
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Table 16
Final 21 Items of CSR Authenticity
Factors and Items
Community Link (3 Items)
Heads Up Football helps my community.
I think Heads Up Football positively affects my community and the area around me.
I think Heads Up Football is valuable to my community.
Benevolence (3 Items)
The NFL’s support of Heads Up Football is unselfish.
The NFL supports Heads Up Football to benefit others.
The NFL supports Heads Up Football to be generous.
Congruence (3 Items)
The NFL and Play 60 fit together well (Speed & Thompson, 2000).
There is a logical connection between the NFL and Play 60.
(Speed & Thompson, 2000).
Play 60 seems to align well with the NFL.
Commitment (3 Items)
The NFL provides a great deal of support for Heads Up Football.
The NFL seems to be highly committed to Play 60.
The NFL seems to be highly involved with Play 60.
Transparency (3 Items)
It is easy to evaluate aspects of the NFL’s Heads Up Football program.
The public can easily evaluate the NFL’s Heads Up Football program.
It is easy to evaluate the NFL’s Heads Up Football program.
Broad Impact (3 Items)
The NFL’s Heads Up Football program positively impacts a lot of people.
The NFL’s Heads Up Football program benefits many individuals.
The NFL’s Heads Up Football program helps numerous people.
Reliability (3 Items)
The Heads Up Football program will actually do what the NFL promises to do.
Heads Up Football program accomplishes what the NFL says it will accomplish.
Heads Up Football program achieves the NFL’s designated goals.
(Eliminated Items)
I can see how Heads Up Football impacts my community
There is a positive interaction between Heads Up Football and my community.
The NFL supports Heads Up Football because they care about this cause.
Play 60 and the NFL seem compatible.
The NFL appears to be highly dedicated to Play 60.
The NFL seems steadfast in their support of Play 60.
The important features of the NFL’s Heads Up Football are accessible to the public.
The public can understand what goes on in the NFL’s Heads Up Football program.
The NFL’s Heads Up Football program positively affects many people.
The NFL’s Heads Up Football program has a broad impact on many people.
The results of Heads Up Football program are in line with the desired results.
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Community link
Benevolence
Congruence
Commitment
Transparency
Broad Impact
Reliability

3.4.4 Conclusion
To test the final measurement models of CSR Authenticity, two potential CSR
Authenticity measurement models were reexamined after revising seven items (one item
for community link, three items for benevolence, and three items for transparency: (1) a
second-order model (CFI = .892, TLI = .881, RMSEA = .081, SRMR = .137, S-B χ2 =
954.33, df = 190 (S-B χ2/df = 5.02)) and (2) a bifactor model (CFI = .966, TLI =. 958,
RMSEA= .047, SRMR = .055, and S-B χ2 = 394.79, df = 168 (S-B χ2/df = 2.35)). In
addition, a unidimensional model (i.e., one-factor model) (CFI = .674, TLI =. 640,
RMSEA = .138, SRMR = .114, S-B χ2 = 2,390.01, df = 190 (S-B χ2/df = 12.58)) was
tested to assure if the CSR Authenticity is multidimensional or rather measures of one
construct. The results indicate that the bifactor model with 21 items collectively achieved
the best fit statistics.
Table 17 summarizes model comparisons between the bifactor models and six
alternative models including the unidimensional model in which all 21 items load on one
factor. The comparison of models showed that the bifactor solution with 21 items was the
superior model. Multiple fit indices of the bifactor model all exceeded the recommended
thresholds. These results confirm the scale items and the multidimensionality of CSR
Authenticity.
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Table 17
Model Comparisons
Model
Criteria

S-B χ2

df

S-B χ2/df
<3

CFI
> .90

TLI
> .90

RMSEA
< .080

SRMR
< .090

1) Bifactor (21 items)
2) Bifactor (25 items)
3) Bifactor (32 items)
4) 2nd Order (21 items)
5) 2nd Order (25 items)
6) 2nd Order (32 items)
7) One-Factor (21 items)

394.79
610.04
1,057.31
954.33
1,254.42
1,812.92
2,390.01

168
250
432
190
276
465
190

2.35
2.44
2.45
5.02
4.54
3.90
12.58

.966
.958
.947
.892
.890
.885
.674

.958
.949
.939
.881
.880
.877
.640

.047
.049
.049
.081
.076
.069
.138

.055
.058
.059
.137
.150
.141
.114

Note. 1) Most highly loaded 21 items for each specific factor were used in the seven
bifactor (21 items): community link (items 1,3,4), congruence (items 1-3), commitment
(items 1-3), reliability (items 1-3), benevolence (items 1,3,4), transparency (items 2,4,5),
broad impact (items 1-3).
2) One item from each dimension from Model 3 was eliminated (the most poorly loaded
items): 7 items (community link item 5, congruence item 4, commitment item 4,
reliability item 4, benevolence item 2, transparency item 1, broad impact item 5) were
eliminated.
3) 32 items: community link (items 1-5), congruence (items 1-4), commitment (items 15), reliability (items 1-4), benevolence (items 1-4), transparency (items 1-5), broad
impact (items 1-5).
4) Most highly loaded 21 items were used in the 2nd order seven factor (21 items):
community link (items 3,4,5), congruence (items 1,3,4), commitment (items 2,4,5),
reliability (items 1-3), benevolence (items 1-3), transparency (items 2,4,5), broad impact
(items 1,2,4).
5) One item (most poorly loaded items) from Model 6 was eliminated; 7 items
(community item 2, benevolence item 4, congruence item 2, commitment item 3, broad
impact item 3, reliability item 4, and transparency item 1) were eliminated.
6) 32 items: community link (items 1-5), congruence (items 1-4), commitment (items 15), reliability (items 1-4), benevolence (items 1-4), transparency (items 1-5), broad
impact (items 1-5).
7) 21 items from Model 1 are loaded on one factor.
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CHAPTER 4
THE INFLUENCE OF CONSUMER PERCEPTIONS OF AUTHENTICITY IN
CORPORATE SOCIAL RESPONSIBILITY ON CONSUMER BEHAVIORAL
INTENTIONS (STUDIES 4 AND 5)

4.1 Overview
Chapter 4 aims to examine the influence of CSR Authenticity on consumers’
behavioral intentions toward a sport organization and its CSR campaign across two
studies (Studies 4 and 5). The following eight hypotheses were tested: CSR authenticity
positively influences organization reputation (H1), consumers’ attendance intentions of
the organization’s future events (H2), positive word of mouth communication for the
organization or its events (H3), media consumption of the organization’s events (H4),
attitudes toward the campaign (H5), positive word of mouth communication for the
campaign (H6), intentions to support the campaign (H7), and feelings of gratitude toward
the organization (H8). Studies 4 and 5 (Study 4 using descriptions of real NFL CSR
campaigns and Study 5 using descriptions of hypothetical CSR initiatives for two sports:
football and baseball) were conducted to test the proposed hypotheses.

4.2 Conceptual Background of Outcomes of Authenticity
In developing a new CSR Authenticity scale, it is vital to address the influence of
a CSR Authenticity construct on various sport consumption behaviors. As noted in earlier
chapters, while authenticity has been considered as a fundamental concept in
contemporary marketing practice, in the general authenticity literature only a few studies
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have shown the effects of authenticity since perceptions of authenticity may not always
be tangible, real or even true (Costa & Bamossy, 2001; Grayson & Martinec, 2004; Rose
& Wood, 2005). Nonetheless, the existing authenticity literature has proposed that the
authenticity cues of a brand can be used to form consumer beliefs about a brand (Napoli
et al., 2014); thereby conveying an authentic brand experience that is imperative to
building brand trust and achieving brand success in the long term (Eggers, O’Dwyer,
Kraus, Vallaster, & Güldenberg, 2013). Further, literature in marketing has shown the
role of authenticity on consumer judgments in the context of branding (Beverland, 2006;
Brown et al., 2003; Napoli et al., 2014) and brand extensions (Spiggle et al., 2012). For
example, in the context of brand management, Beverland’s (2006) case study identified
six attributes of brand authenticity in the context of premium wine—heritage and
pedigree, stylistic consistency, quality commitments, relationship to place, method of
production, and downplaying commercial motives—and showed that these attributes of
authenticity resonated with consumers. In the context of brand extension, Spiggle et al.
(2012) identified four dimensions—maintaining brand styles and standards, honoring
brand heritage, preserving brand essence, and avoiding brand exploitation—of brand
extension authenticity and found that authenticity is an important construct in predicting
brand extension success and enhancing brand value. More recently, Napoli et al. (2014)
also showed that three dimensions of brand authenticity evaluations—quality
commitment, heritage, and sincerity—were significant predictors of consumers’ purchase
intentions.
However, in the context of CSR, research on consumer perceptions of authenticity
is somewhat rare (Alhouti et al., 2016; Beckman et al., 2009; Mazutis & Slawinski, 2014;

	
  

92	
  

McShane & Cunningham, 2012) and has not kept pace with the importance of such
perceptions in other disciplines. Further, the existing authenticity literature has mainly
focused on employee perceptions of authenticity (Beckman et al., 2009; McShane &
Cunningham, 2012). Thus, there has been a lack of empirical research that examines the
effects of consumer perceptions of authenticity on their CSR evaluations. Considering the
considerable resources devoted to organizations’ CSR activities, it is imperative to
examine whether perceptions of authenticity impact consumers’ responses to the
organization and its CSR campaign.
Recently, Alhouti et al. (2016) empirically examined consumer perceptions of
authenticity in assessing companies’ CSR programs and found that consumers responded
more favorably to a company’s authentic CSR programs. More specifically, using the
regular business context in CSR (e.g., the CSR initiatives of McDonald and
ExxonMobil), Alhouti et al. (2016) showed the influence of CSR authenticity. In the
survey, participants were asked to name a company that they perceive involves in either
authentic or inauthentic CSR initiatives; describe the most authentic, most inauthentic,
second most authentic or second most inauthentic CSR initiatives linked to the company,
and answer the survey for three consumer outcomes including purchase intention, loyalty
toward the company, and boycott behaviors (Alhouti et al., 2016). Alhouti et al. (2016)
showed that while CSR authenticity increased consumers’ purchase intentions and loyalty
toward the company, it decreased their unfavorable behaviors such as boycott behaviors.
However, as noted in previous chapters, it has been proposed that authenticity is a
subjective concept that is affected by the context and relevance of the claim for the
specific stakeholder group (Grayson & Martinec, 2004). While the effects of CSR
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authenticity on consumers’ CSR evaluations have not been researched in the context of
sport, there has been adequate evidence showing that organization reputation (Walker et
al., 2010; Walker & Kent, 2009), consumer behavioral intentions (e.g., attendance, media
consumption, positive word of mouth communication) (Sartore-Baldwin & Walker,
2011; Walker & Heere, 2011; Walker & Kent, 2009), and attitudes toward the campaign
(Lee & Ferreira, 2013) are important outcomes of CSR endeavors. Given that authenticity
has been considered as an important construct in predicting brand success and enhancing
brand value in various authenticity studies in marketing (Beverland, 2006; Napoli et al.,
2014; Spiggle et al., 2012), the current research predicts similar positive effects of CSR
authenticity on consumers’ behavioral intentions toward the organization as well as their
reactions to the campaign in the context of sport. Further, given that CSR authenticity is
defined as the perceptions of an organization’s genuine CSR endeavors (Beckman et al.,
2009; Grayson & Martinec, 2004) and linked to eliminating any detrimental effects and
increasing its long-term beneficial impact on society (Mohr et al., 2001), the current
research also expects that CSR authenticity will positively influence consumers’
intentions to support the campaign and their feelings of gratitude toward the organization
for their endeavors (Morales, 2005; Palmatier, Jarvis, Bechkoff, & Kardes, 2009) to
genuinely support the CSR campaign. Taken together, the current research posits that
CSR authenticity positively influences organization reputation, consumers’ behavioral
intentions toward the sport organization, and consumer reactions to its campaign. More
formally, this study proposes the following hypotheses.
H1: CSR authenticity positively influences organization reputation.
H2: CSR authenticity positively influences consumers’ attendance intentions of
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the organization’s future events.
H3: CSR authenticity positively influences consumers’ positive word of mouth
communication for the organization or its events.
H4: CSR authenticity positively influences consumers’ media consumption
intentions of the organization’s events.
H5: CSR authenticity positively influences consumers’ attitudes toward the
campaign.
H6: CSR authenticity positively influences consumers’ positive word of mouth
communication for the campaign.
H7: CSR authenticity positively influences consumers’ intentions to support the
campaign.
H8: CSR authenticity positively influences consumers’ feelings of gratitude
toward the organization.
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4.3 Study 4

4.3.1 Study Outline
The objectives of Study 4 were to test the proposed hypotheses in the context of
the NFL’s CSR programs. Study 4 also seeks to examine if the seven dimensions of CSR
Authenticity influence different consumer outcome variables differently in order to
confirm the multidimensionality of CSR Authenticity. To achieve these objectives, a
pretest was conducted to find CSR campaigns which would generate both high- and lowCSR authenticity among the NFL’s three CSR campaigns. The two campaigns that
generated the most high- and low- CSR Authenticity scores were chosen for the main
study to test the proposed hypotheses.

4.3.2 Methods
4.3.2.1 Pretest
A pretest was conducted prior to Study 4 in an attempt to find CSR campaigns
which would generate both high- and low- CSR authenticity with our potential
respondents through Qualtrics survey software. One hundred and fifty two national
consumers were recruited from Amazon MTurk, the largest online labor marketplace
where registered members conduct human-related tasks for a small compensation (Wu,
2013). Seventeen surveys were disqualified due to incomplete information. This resulted
in 135 usable surveys. Given that the current research is based on sports in North
America, participation was limited to those who reside in the United States. A small
compensation ($0.20) was given to the respondents for their participation. Respondents’
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age ranged from 19 to 61 years old (M = 33.42; SD = 9.77) and 78.5% of the respondents
was Caucasian. The NFL’s Play 60, Heads Up Football, and A Crucial Catch were
considered for this study.
The respondents were randomly assigned to one of the three CSR campaigns:
Play 60 (n = 44), Heads Up Football (n = 45), and A Crucial Catch (n = 46).
Respondents were given a brief introduction to the study, in which they were told that
their responses would be used as part of a sport marketing study. One of the three NFL’s
CSR campaign descriptions was randomly presented to the respondents. Thereafter, they
were asked to complete questionnaires including the 21-item seven dimensions of CSR
Authenticity scale, identification with the NFL, football involvement, personal
connection, and demographic information. Respondents completed the questionnaires at
their own pace. Thereafter, the responses were coded into SPSS 20 for statistical analyses.
In this pretest, the dependent variable was the estimated marginal mean of CSR
Authenticity of each of the three CSR campaigns (Play 60, Heads Up Football, and A
Crucial Catch); the CSR Authenticity scale was measured on a 7-point Likert scale. An
analysis of covariance (ANCOVA) revealed that there was a significant difference among
these three CSR campaigns in CSR Authenticity (Play 60; M = 5.22, SD = 0.13; Heads
Up Football; M = 5.05, SD = 0.13; A Crucial Catch; M = 4.61, SD = 0.13; F (2, 129) =
6.08, p = .003). The univariate contrasts revealed that respondents who were exposed to
Play 60 perceived the campaign as more authentic (M = 5.22, SD = 0.13) than those who
were exposed to A Crucial Catch (M = 4.64, SD = 1.30) (t = 3.02, p = .001). The results
also revealed that respondents who were exposed to Heads Up Football perceived the
campaign as more authentic (M = 5.05, SD = 0.13) than those who were exposed to A

	
  

97	
  

Crucial Catch (M = 4.61, SD = 0.13) (t = 2.39, p = .018). There was no significant
difference between respondents who were exposed to Play 60 and Heads Up Football on
CSR Authenticity (t = 0.93, p = .356). Based on the results of the pretest, the most
authentic (i.e., Play 60) and least authentic campaigns (i.e., A Crucial Catch) were
chosen for Study 4 to test the proposed hypotheses.

4.3.3 Main Study
4.3.3.1 Participants and Procedures
A total of six hundred and six national consumers were recruited from Amazon
MTurk. Twenty-one surveys were disqualified due to incomplete information. This
resulted in 585 usable surveys. Again, participation was limited to those who reside in the
United States. A small compensation ($0.30) was given to the respondents for
participation. Respondents’ age ranged from 18 to 75 years old (M = 35.45; SD = 11.40)
and 80.5 % of the respondents was Caucasian. Table 18 presents detailed demographic
information regarding the respondents of Study 4.

Table 18
Demographic Characteristics of the Respondents
Variable
Gender
Male
Female
Race
Caucasian
African American
Hispanic
Asian
Others
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N

%

336
249

57.4
42.6

471
31
37
6
5

80.5
5.3
6.3
1.0
0.9

Prefer not to answer
Highest education
High school
Undergraduate degree
Some college/university
Graduate degree or higher
Others
Prefer not to answer
Household income in 2015
Less than $19,999
$20,000-$49,999
$50,000-$79,999
$80,000-$109,999
$110,000-$139,999
$140,000-$169,999
$170,000-$199,999
$200,000 or more
Prefer not to answer

35

0.6

3
232
192
123
3
32

0.5
39.7
32.8
21.0
0.5
5.5

69
191
153
81
34
20
9
9
19

11.8
32.6
26.2
13.8
5.8
3.4
1.5
1.5
3.2

In their agreement to participate in the study, individuals were instructed to visit a
Qualtrics online survey and read a short direction for the survey questionnaires. The
respondents were randomly assigned to one of the two campaigns: Play 60 for the high
authentic CSR campaign (n = 289) and A Crucial Catch for the low authentic CSR
campaign (n = 296).

4.3.3.2 Measures
The CSR Authenticity scale was measured on a 7-point Likert scale. All of the
dependent measures were adapted from existing scales on a 7-point Likert scale.
Organization reputation was measured using four items developed by Gaines-Ross (1998)
and revised by Walker et al. (2010) in the sport context. To measure attendance
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intentions, two items from Trail, Anderson, and Fink (2005) and one item from Kwon,
Trail, and James (2007) were used. In addition, one item was added to measure
attendance intentions (i.e., If I had the funds and lived close to my favorite team, I would
attend a game) in an attempt to eliminate potential financial and physical constraints that
may influence respondents’ attendance intentions. To measure positive word of mouth
communication toward the organization and its campaign, four items from Walker and
Kent (2009) were adopted. To measure sport media consumption intentions, two items
from Fink, Trail, and Anderson (2002) and one item from Trail et al. (2005) were used.
Attitudes toward the campaign were measured by a three-item semantic differential scale
(unfavorable/favorable, bad/good, negative/positive) (Burton & Lichtenstein, 1988).
Intentions to support the campaign were measured with a three-item scale adopted from
Grau and Folse (2007) and revised in the current research context. Lastly, to measure
consumers’ feelings of gratitude toward the organization, three items were adopted from
McCullough, Emmons, and Tsang (2002) and were revised in the current research
context.
Four control variables (identification with the NFL, football involvement,
personal connection to the cause, and gender) were also included. To measure
identification with the NFL, three items were adopted from Trail and James (2001). To
measure respondents’ football involvement, five items from Tsiotsou and Alexandris
(2009) were adopted. To avoid response bias from order effects, the items in each
construct were randomized. Respondents were assured of anonymity to reduce social
desirability bias. Table 19 summarizes the list of scale items and reliability coefficients.
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Table 19
A List of Dependent Variable, Control Variable Items, and Their Reliability Coefficients
Dependent Variables and Items

α

Organization Reputation
The NFL is a high-quality organization.
The NFL is a sound organization.
The NFL sets an example of how major sport organization should be run.
I would believe in the NFL if it were under media attack.
Attendance Intentions
I intend to attend the NFL’s games.
I will attend the NFL’s games in the near future.
The likelihood that I will attend the NFL’s games in the future is high.
If I had the funds and lived close to my favorite team, I would attend the NFL’s games in the near future.
Positive Word of Mouth Communication toward the Organization
I will recommend the NFL’s games to others.
I will speak favorably of the NFL to others.
I will speak of the NFL’s good points to others.
I will say positive things about the NFL to others.
Media Consumption Intentions
I will track the news on the NFL through the media (e.g., TV, Internet, Radio, etc.)
I will watch or listen to the news on the NFL through the media (e.g., TV, Internet, Radio, etc.)
I will support the NFL by watching or listening to the NFL’s game(s) through the media
(e.g., TV, Internet, Radio, etc.).
Attitudes toward the Campaign
Unfavorable------Favorable
Bad------Good
Negative------Positive
Positive Word of Mouth Communication toward the Campaign
I will recommend the campaign to others.
I will speak favorably of the campaign to others.
I will speak of the campaign good points to others.
I will say positive things about the campaign to others.
Intentions to Support the Campaign
I would be willing to support for addressing [the cause] by getting involved in this campaign.
I would consider donating money (or time) to support this campaign.
It is likely that I would contribute to tackling [the cause] by getting involved in this campaign.
Feelings of Gratitude toward the Organization
I feel grateful to the NFL’s effort to tackle [the cause].
I feel thankful to the NFL’s endeavors to prevent [the cause].
I feel appreciative to the NFL’s endeavors to address [the cause].

Control Variables and Items

.922

.937

.935

.977

.957

.936

.940

α

Personal Connection
I feel a connection to causes related to [the cause] because I, or friends/family members have been affected
by it.
I feel a personal connection to programs designed to fight [the cause].
My life has been impacted by [the cause] in some way.
Identification with the NFL
I consider myself a big fan of the NFL.
I would experience a loss if I had to stop being a fan of the NFL.
Being a fan of the NFL is very important to me.
Football Involvement
Watching American football games is important to me.
Watching American football games is one of the most enjoyable activities.
American football is an important part of my life.
Most of my friends are in some ways connected with American football.
To me, there is no other sport like American football.
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.867

.935

.867

4.3.4 Data Analyses
4.3.4.1 Scale Reliability
Reliability coefficients were examined as part of the scales’ reliability analysis.
Internal reliability test indicated adequate internal reliability as shown by reliability
coefficients for all measurement items ranging from .865 to .977 based on the cutoff
standard (.70) suggested by Murphy and Davidshofer (2001). The scales employed in the
current study concerning identification with the NFL (α = .935), football involvement (α
= .920), personal connection (α = .867), community link (α = .895), reliability (α = .919),
commitment (α = .896), congruence (α = .926), benevolence (α = .867), transparency (α =
.892), broad impact (α = .930), organization reputation (α = .924), attendance intention (α
= .922), positive word of mouth communication intentions toward the organization (α =
.937), media consumption intentions (α = .935), attitudes toward the campaign (α = .977),
positive word of mouth communication intentions toward the campaign (.957), intentions
to support the campaign (α = .936), and feelings of gratitude toward the organization (α =
.940) indicated acceptable internal reliability based on the cutoff standard (.70) suggested
by Murphy and Davidshofer (2001).

4.3.4.2 Manipulation Checks
A one-way ANCOVA was conducted to identify whether or not the different CSR
campaigns (Play 60, A Crucial Catch) had significant effects on CSR Authenticity. The
level of CSR Authenticity (high, low) manipulation had the intended effects.
Respondents in the Play 60 campaign (i.e., the high CSR Authenticity condition;
campaign 1) reported the higher estimated mean score of CSR Authenticity than that in
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the Crucial Catch campaign (i.e., the low CSR Authenticity condition; campaign 2)
(Mhigh = 5.19 vs. Mlow = 4.68; F(1, 579) = 42.736, p < .001)—controlling for
identification with the NFL, sport involvement, personal connection, and gender—
indicating successful manipulation for the level of CSR Authenticity.

4.3.4.3 Preliminary Analyses
Table 21 presents means, standard deviations, and bivariate correlations of the
seven CSR Authenticity variables and the eight dependent variables. All bivariate
correlations are statistically significant at p = .05 level. An examination of these simple
correlations suggests that multicollinearity is likely not an issue in these regressions since
none of the predictor variables had intercorrelations greater than 0.76. Variance inflation
factor (VIF) values of all regressions ranged from 1.03 to 3.44. These values are less than
the cutoff point of 10 suggested by Hair, Anderson, Tatham, and Black (1998). Hence,
there were no issues concerning multicollinearity.
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Table 20
Means, Standard Deviations, and Bivariate Correlations

Note. *p < .05. **p < .01.
CL = community link. RE = reliability. CM = commitment. CG = congruence. BN =
benevolence. TR = transparency. BI = broad impact. OR = organization reputation. AI =
attendance intentions. WO = positive word of mouth communication intentions toward
the organization. MC = media consumption. AC = attitudes toward the campaign. WC =
positive word of mouth communication intentions toward the campaign. IS = intentions
to support the campaign. GT = feelings of gratitude toward the organization. ID =
identification with the NFL. INV = football involvement. PC = personal connection.
4.4 Test of Hypotheses
To examine the influence of CSR Authenticity on consumers’ behavioral
intentions toward a sport organization and its campaign, I ran a MANCOVA using the
campaign (i.e., 1 for the high CSR Authenticity condition (Play 60), 2 for the low CSR
Authenticity condition (Crucial Catch)) as an independent variable, four covariates
(identification with the NFL, sport involvement, personal connection, and gender), and
eight dependent variables. SPSS 22.0 was utilized to conduct the MANCOVA.
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The MANCOVA results revealed that there was a significant difference between
the two campaigns on the eight dependent variables (Wilks’ λ = .932, F = 5.20, p < .001).
The results further revealed that the campaign had a statistically significant and positive
impact on the five among the eight dependent variables: organization reputation (t =
2.613, p < .01, estimates for organization reputation: 95% CI = .074, .522) (H1), positive
word of mouth communication intentions toward the organization (t = 2.343, p < .05,
estimates for positive word of mouth communication intentions toward the organization:
95% CI = .032, .367) (H3), attitudes toward the campaign (t = 6.061, p < .001, estimates
for attitudes toward the campaign: 95% CI = .440, .862) (H5), positive word of mouth
communication intentions toward the campaign (t = 3.337, p < .05, estimates for positive
word of mouth communication intentions toward the campaign: 95% CI = .440, .862)
(H6), and feelings of gratitude toward the organization (t = 2.332, p < .05, estimates for
feelings of gratitude toward the organization: 95% CI = .039, .458) (H8), as indicated by
zero falling outside of the 95% confidence interval. While the mean scores for the high
CSR Authenticity condition for attendance intentions, media consumption intentions, and
intentions to support the campaign were also greater than the mean scores for the low
CSR Authenticity condition, these mean differences were not statistically significant (t =
0.160, p = .873, estimates for attendance intentions: 95% CI = -.184, .216) (H2); t =
1.374, p = .170, estimates for media consumption intentions: 95% CI = -.045, .254) (H4))
or tentatively significant (t = 1.924, p = .055, estimates for intentions to support the
campaign: 95% CI = -.005, .448) (H7) as zero was included in the 95% confidence
interval. These results support H1 (organization reputation), H3 (positive word of mouth
communication intentions toward the organization), H5 (attitudes toward the campaign),
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6 (positive word of mouth communication intentions toward the campaign), and H8
(feelings of gratitude toward the organization). However, H2 (attendance intentions) and
H4 (media consumption intentions) were not supported, and H7 (intentions to support the
campaign) was tentatively supported.

4.5 Influence of the General CSR Authenticity Construct
Further, in an attempt to examine the influence of the general CSR Authenticity
construct after controlling for the four covariates, a series of multivariate regression and
hierarchical multiple regression analysis was conducted. In the first multivariate
regression analysis, the eight dependent variables were entered and four covariates
(identification with the NFL, football involvement, personal connection, and gender) as
well as the general CSR Authenticity construct were added as independent variables. The
general CSR Authenticity construct had a statistically significant impact on all of the
eight dependent variables, Wilks’ λ = .362, F = 126.06, p < .001, allowing separate
usages of hierarchical multiple regression analysis for eight dependent variables with the
protection of the Type I error rate. Thereafter, in order to test the influence of the general
CSR Authenticity construct after controlling four covariates, a series of hierarchical
multiple regression analysis was conducted entering the four covariates in the first step
and adding the general CSR Authenticity factor, as an independent variable in the second
step.
Among the four covariates that were considered in the current study, gender did
not account for significant variance in any of the eight dependent variables (Wilks’ λ =
.980, F = 1.50, p = .156). As for the three other covariates, identification with the NFL
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accounted for significant variance in three dependent variables that are related to
consumers’ reactions toward the organization, but not toward the campaign (i.e.,
attendance intentions, positive word of mouth communication intentions toward the NFL,
and media consumption intentions) (Wilks’ λ = .924, F = 5.85, p < .001). Football
involvement accounted for significant variance in six dependent variables that are related
to consumers’ reactions toward the organization and toward the campaign except
intentions to support the campaign and feelings of gratitude toward the organization
(Wilks’ λ = .759, F = 22.65, p < .001). Personal connection accounted for significant
variance in one dependent variable that is related to consumers’ reactions toward the
organization (i.e., feelings of gratitude toward the organization) as well as two dependent
variables that are related to consumers’ reactions toward the campaign (i.e., positive word
of mouth intentions toward the campaign, intentions to support the campaign) (Wilks’ λ
= .894, F = 8.45, p < .001).

4.5.1 Predicting Organization Reputation from the General CSR Authenticity
Construct (H1)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 37.96, p < .001) and accounted for
20.7% of the variation in Organization Reputation. Introducing the general CSR
Authenticity variable explained an additional 27.3% of variation in Organization
Reputation and this change in R2 was significant, F (5, 579) = 107.10, p < .001. Table 21
presents detailed results.
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Table 21
Summary of Hierarchical Regression Analysis for Variables Predicting Organization
Reputation (H1)
Variable

t

β

sr2

Step 1
ID

.11

1.79

.00

INV

.31

4.92***

.03

PC

.14

3.61***

.02

Gender

.10

2.65

.01

Step 2
AU

.60

18.47***

R

R2

ΔR2

.46

.21

.21

.69

.48

.27***

.27

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = organization reputation. ID = identification with the NFL. INV =
football involvement. PC = personal connection. AU = CSR Authenticity.
4.5.2 Predicting Attendance Intentions from the General CSR Authenticity
Construct (H2)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 118.57, p < .001) and
accounted for 45.0% of the variation in Attendance Intentions. Introducing the general
CSR Authenticity variable explained an additional 2.3% of variation in Attendance
Intentions and this change in R2 was significant, F (5, 579) = 104.08, p < .001. Table 22
presents detailed results.
Table 22
Summary of Hierarchical Regression Analysis for Variables Predicting Attendance
Intentions (H2)
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Variable

t

β

sr2

Step 1
ID

.25

4.66***

.02

INV

.43

8.18***

.06

PC

.10

3.30**

.01

Gender

.02

0.59

.00

Step 2
AU

.18

5.08***

R

R2

ΔR2

.67

.45

.45

.69

.47

.02***

.02

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = attendance intentions. ID = identification with the NFL. INV =
football involvement. PC = personal connection. AU = CSR Authenticity.

4.5.3 Predicting Positive Word of Mouth Communication Intentions toward the
organization from the General CSR Authenticity Construct (H3)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 132.72, p < .001) and
accounted for 47.8% of the variation in Positive Word of Mouth Communication
Intentions toward the Organization. Introducing the general CSR Authenticity variable
explained an additional 14.4% of variation in Positive Word of Mouth Communication
Intentions toward the Organization and this change in R2 was significant, F (5, 579) =
190.33, p < .001. Table 23 presents detailed results.

Table 23
Summary of Hierarchical Regression Analysis for Variables Predicting Positive Word of
Mouth Communication Intentions toward the Organization (H3)
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Variable

β

t

sr2

Step 1
ID

.21

3.96***

.01

INV

.48

9.29***

.08

PC

.15

4.84***

.02

Gender

.09

3.07*

.01

Step 2
AU

.44

14.84***

R

R2

ΔR2

.69

.48

.48

.79

.62

.14***

.14

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = positive word of mouth communication intentions toward the
organization. ID = identification with the NFL. INV = football involvement. PC =
personal connection. AU = CSR Authenticity.

4.5.4 Predicting Media Consumption Intentions from the General CSR Authenticity
Construct (H4)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 201.472, p < .001) and
accounted for 58.1% of the variation in Media Consumption Intentions. Introducing the
general CSR Authenticity variable explained an additional 2.4% of variation in Media
Consumption Intentions and this change in R2 was significant, F (5, 579) = 177.47, p <
.001. Table 24 presents detailed results.

Table 24
Summary of Hierarchical Regression Analysis for Variables Predicting Media
Consumption Intentions (H4)
Variable

	
  

β

t

sr2

110	
  

R

R2

ΔR2

Step 1
ID

.25

5.42***

.02

INV

.54

11.73***

.10

PC

.03

.95

.00

Gender

-.02

-.72

.00

Step 2
AU

.18

5.89***

.76

.58

.58

.78

.60

.02***

.02

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = media consumption intentions. ID = identification with the NFL.
INV = football involvement. PC = personal connection. AU = CSR Authenticity.

4.5.5 Predicting Attitudes toward the Campaign from the General CSR Authenticity
Construct (H5)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 42.59, p < .001) and
accounted for 22.7% of the variation in Attitudes toward the Campaign. Introducing the
general CSR Authenticity variable explained an additional 37.6% of variation in
Attitudes toward the Campaign and this change in R2 was significant, F (5, 579) =
175.93, p < .001. Table 25 presents detailed results.
Table 25
Summary of Hierarchical Regression Analysis for Variables Predicting Attitudes toward
the Campaign (H5)
Variable

t

β

sr2

Step 1
ID
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1.38

.00
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R

R2

ΔR2

.48

.23

.23

INV

.33

5.23***

.04

PC

.20

5.44***

.04

Gender

.05

1.45

.00

Step 2
AU

.78
.70

23.42***

.61

.38***

.38

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = attitudes toward the campaign. ID = identification with the NFL.
INV = football involvement. PC = personal connection. AU = CSR Authenticity.
4.5.6 Predicting Positive Word of Mouth Communication Intentions toward the
Campaign from the General CSR Authenticity Construct (H6)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 53.50, p < .001) and
accounted for 26.9% of the variation in Positive Word of Mouth Communication
Intentions toward the Campaign. Introducing the general CSR Authenticity variable
explained an additional 36.2% of variation in Positive Word of Mouth Communication
Intentions toward the Campaign and this change in R2 was significant, F (5, 579) =
198.34, p < .001. Table 26 presents detailed results.

Table 26
Summary of Hierarchical Regression Analysis for Variables Predicting Positive Word of
Mouth Communication Intentions toward the Campaign (H6)
Variable

t

β

sr2

Step 1
ID

.01

.12

.00

INV

.35

5.81***

.04
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R

R2

ΔR2

.52

.27

.27

PC

.32

8.80***

.10

Gender

.08

2.13

.01

Step 2
AU

.80
.69

23.84***

.63

.36***

.36

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = positive word of mouth communication intentions toward the
campaign. ID = identification with the NFL. INV = football involvement. PC = personal
connection. AU = CSR Authenticity.
4.5.7 Predicting Intentions to Support the Campaign from the General CSR
Authenticity Construct (H7)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 62.57, p < .001) and
accounted for 30.1% of the variation in Intentions to Support the Campaign. Introducing
the general CSR Authenticity variable explained an additional 24.8% of variation in
Intentions to Support the Campaign and this change in R2 was significant, F (5, 579) =
140.98, p < .001. Table 27 presents detailed results.

Table 27
Summary of Hierarchical Regression Analysis for Variables Predicting Intentions to
Support the Campaign (H7)
Variable

t

β

sr2

Step 1
ID

.09

1.51

.00

INV

.26

4.33***

.03

PC

.38

10.67***

.16

Gender

.07

2.01

.00
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R

R2

ΔR2

.55

.30

.30

Step 2
AU

.74
.57

17.83***

.55

.25***

.25

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = intentions to support the campaign. ID = identification with the
NFL. INV = football involvement. PC = personal connection. AU = CSR Authenticity.
4.5.8 Predicting Feelings of Gratitude toward the Organization from the General
CSR Authenticity Construct (H8)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 39.94, p < .001) and
accounted for 21.6% of the variation in Feelings of Gratitude toward the Organization.
Introducing the general CSR Authenticity variable explained an additional 35.0% of
variation in Feelings of Gratitude toward the Organization and this change in R2 was
significant, F (5, 579) = 151.11, p < .001. Table 28 presents detailed results.

Table 28
Summary of Hierarchical Regression Analysis for Variables Predicting Feelings of
Gratitude toward the Organization (H8)
Variable

t

β

sr2

Step 1
ID

.08

1.28

.00

INV

.24

3.86***

.02

PC

.28

7.52***

.08

Gender

.11

2.95*

.01

Step 2
AU

.68

21.62***

R

R2

ΔR2

.47

.22

.22

.75

.57

.35***

.35

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
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Dependent variable = feelings of gratitude toward the organization. ID = identification
with the NFL. INV = football involvement. PC = personal connection. AU = CSR
Authenticity.

4.6 Influence of the Seven Domain-Specific Factors
In addition to the influence of the general construct of CSR Authenticity, the
influence of the seven dimensions of CSR Authenticity were also tested in order to
further examine if the seven dimensions of CSR Authenticity influence the eight
consumer outcome variables differently and thus substantiate the multidimensionality of
the CSR Authenticity construct. In the second multivariate regression analysis, the eight
dependent variables were entered and four covariates (identification with the NFL,
football involvement, personal connection, and gender) as well as seven specific CSR
Authenticity constructs were added as independent variables. All of the seven specific
CSR Authenticity constructs were statistically significant— community link (Wilks’ λ =
.934, F = 4.98, p < .001), reliability (Wilks’ λ = .962, F = 2.83, p = .004), commitment
(Wilks’ λ = .960, F = 2.94, p = .003), congruence (Wilks’ λ = .924, F = 5.78, p < .001),
benevolence (Wilks’ λ = .807, F = 16.89, p < .001), transparency (Wilks’ λ = .956, F =
3.25, p = .001), broad impact (Wilks’ λ = .952, F = 3.59, p < .001)—allowing separate
usages of hierarchical multiple regression analyses for the eight dependent variables with
the protection of the Type I error rate. Subsequently, a series of hierarchical regression
analysis was carried out, entering four covariates in the first step, and adding seven
specific CSR Authenticity factors in the second step.
Among the four covariates that were considered in the current study, gender did
not account for significant variance in any of the eight dependent variables (Wilks’ λ =
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.981, F = 1.35, p > .00625). As for the three other covariates, identification with the NFL
accounted for significant variance in the three dependent variables that are related to
consumers’ reactions toward the organization, but not toward the campaign (i.e.,
attendance intentions, positive word of mouth communication intentions toward the NFL,
and media consumption intentions) (Wilks’ λ = .921, F = 6.04, p < .001). Football
involvement accounted for significant variance in seven dependent variables that are
related to consumers’ reactions toward the organization and toward the campaign except
feelings of gratitude toward the organization (Wilks’ λ = .777, F = 20.29, p < .001).
Personal connection accounted for significant variance in one dependent variable that is
related to consumers’ reactions toward the organization (i.e., feelings of gratitude toward
the organization) as well as two dependent variables that are related to consumers’
reactions toward the campaign (i.e., positive word of mouth intentions toward the
campaign, intentions to support the campaign) (Wilks’ λ = .912, F = 6.85, p < .001).

4.6.1 Predicting Organization Reputation from the Seven Domain-Specific Factors
(H1)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 37.96, p= .000) and accounted for
20.7% of the variation in Organization Reputation. Introducing the seven domain specific
CSR Authenticity variables explained an additional 33.3% of variation in Organization
Reputation and this change in R2 was significant, F (11, 573) = 61.27, p < .001. In
particular, among the seven domain-specific CSR Authenticity variables, Organization
Reputation was positively predicted by community link and benevolence (t = 3.36, p =
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.001; t = 9.53, p < .001, respectively). Table 29 presents detailed results.
Table 29
Summary of Hierarchical Regression Analysis for Variables Predicting Organization
Reputation (H1)
Variable

t

β

sr2

Step 1
ID

.11

1.80

.00

INV

.31

4.92***

.03

PC

.14

3.61***

.02

Gender

.10

2.65

.01

Step 2
CL

.14

3.37**

.01

RE

.09

1.92

.00

CM

.06

1.28

.00

CG

-.05

-1.27

.00

BN

.44

9.53***

.07

TR

.10

2.43

.00

BI

-.06

-1.07

.00

R

R2

ΔR2

.46

.21

.21

.74

.54

.33***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = organization reputation. ID = identification with the NFL. INV =
football involvement. PC = personal connection. CL = community link. RE = reliability.
CM = commitment. CG = congruence. BN = benevolence. TR = transparency. BI = broad
impact.
4.6.2 Predicting Attendance Intentions from the Seven Domain-Specific Factors
(H2)
The hierarchical regression revealed that at stage one, the four covariates
contributed significantly to the regression model, F (4, 580) = 118.57, p < .001) and
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accounted for 45.0% of the variation in Attendance Intentions. Introducing the seven
domain specific CSR Authenticity variables explained an additional 3.3% of variation in
Attendance Intentions and this change in R2 was significant, F (11, 573) = 48.662, p <
.001. In particular, among the seven specific CSR Authenticity variables, Attendance
Intentions were positively predicted by benevolence (t = 3.11, p = .002). Table 30
presents detailed results.

Table 30
Summary of Hierarchical Regression Analysis for Variables Predicting Attendance
Intentions (H2)
Variable

t

β

sr2

Step 1
ID

.25

4.66***

.02

INV

.39

7.44**

.06

PC

.05

1.41

.01

Gender

-.01

-.28

.00

Step 2
CL

.07

1.51

.00

RE

-.07

-1.26

.00

CM

.04

.81

.00

CG

-.03

-.79

.00

BN

.15

3.11*

.01

TR

.02

.36

.00

BI

.04

.79

.00

R

R2

ΔR2

.67

.45

.45

.70

.48

.03***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = attendance intentions. ID = identification with the NFL. INV =
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football involvement. PC = personal connection. CL = community link. RE = reliability.
CM = commitment. CG = congruence. BN = benevolence. TR = transparency. BI = broad
impact.
4.6.3 Predicting Positive Word of Mouth Communication Intentions toward the
Organization from the Seven Domain-Specific Factors (H3)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 132.72, p < .001) and accounted for
47.8% of the variation in Positive Word of Mouth Communication Intentions toward the
Organization. Introducing the seven domain specific CSR Authenticity variables
explained an additional 15.7% of variation in Positive Word of Mouth Communication
Intentions toward the Organization and this change in R2 was significant, F (11, 573) =
90.45, p < .001. In particular, among the seven specific CSR Authenticity variables,
Positive Word of Mouth Communication Intentions were positively predicted by
benevolence (t = 5.77, p < .001). Table 31 presents detailed results.

Table 31
Summary of Hierarchical Regression Analysis for Variables Predicting Positive Word of
Mouth Communication Intentions toward the Organization (H3)
Variable

β

t

sr2

Step 1
ID

.21

3.96***

.01

INV

.48

9.29***

.08

PC

.15

4.83***

.02

Gender

.09

3.07*

.01

Step 2

	
  

119	
  

R

R2

ΔR2

.69

.48

.48

.80

.64

.16***

CL

.03

.87

.00

RE

.04

.78

.00

CM

.08

1.92

.00

CG

.01

.40

.00

BN

.24

5.77***

.02

TR

.09

2.44

.00

BI

.04

.84

.00

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = positive word of mouth communication intentions toward the
organization. ID = identification with the NFL. INV = football involvement. PC =
personal connection. CL = community link. RE = reliability. CM = commitment. CG =
congruence. BN = benevolence. TR = transparency. BI = broad impact.
4.6.4 Predicting Media Consumption Intentions from the Seven Domain-Specific
Factors (H4)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 201.47, p < .001) and accounted for
58.1% of the variation in Media Consumption Intentions. Introducing the seven domain
specific CSR Authenticity variables explained an additional 3.6% of variation in Media
Consumption Intentions and this change in R2 was significant, F (11, 573) =84.05, p <
.001. In particular, among the seven specific CSR Authenticity variables, Media
Consumption Intentions were positively predicted by commitment (t = 3.33, p = .001).
Table 32 presents detailed results.
Table 32
Summary of Hierarchical Regression Analysis for Variables Predicting Media
Consumption Intentions (H4)
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Variable

t

β

sr2

Step 1
ID

.25

5.43***

.02

INV

.54

11.73***

.10

PC

.03

.95

.00

Gender

-.02

-.72

.00

Step 2
CL

-.10

-2.47

.00

RE

.05

1.06

.00

CM

.13

3.33**

.01

CG

.05

1.51

.00

BN

.03

.70

.00

TR

-.00

-.09

.00

BI

.04

.90

.00

R

R2

ΔR2

.76

.58

.58

.79

.62

.04***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = media consumption intentions. ID = identification with the NFL.
INV = football involvement. PC = personal connection. CL = community link. RE =
reliability. CM = commitment. CG = congruence. BN = benevolence. TR = transparency.
BI = broad impact.
4.6.5 Predicting Attitudes toward the Campaign from the Seven Domain-Specific
Factors (H5)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 42.59, p < .001) and accounted for
22.7% of the variation in Attitudes toward the Campaign. Introducing the seven domain
specific CSR Authenticity variables explained an additional 40.2% of variation in
Attitudes toward the Campaign and this change in R2 was significant, F (11, 573) =
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88.21, p < .001. In particular, among the seven variables, Attitudes toward the Campaign
were positively predicted by reliability, congruence, benevolence, and broad impact (t =
2.92, p = .004; t = 5.89, p < .001; t = 6.65, p < .001; t = 4.16, p < .001, respectively).
Table 33 presents detailed results.
Table 33
Summary of Hierarchical Regression Analysis for Variables Predicting Attitudes toward
the Campaign (H5)
Variable

t

β

sr2

Step 1
ID

.09

1.38

.00

INV

.33

5.23***

.04

PC

.20

5.44***

.04

Gender

.05

1.45

.00

Step 2
CL

.03

.70

.00

RE

.13

2.92*

.01

CM

-.09

-2.28

.00

CG

.21

5.89***

.02

BN

.27

6.65***

.03

TR

.09

2.26

.00

BI

.20

4.16***

.01

R

R2

ΔR2

.48

.23

.23

.79

.63

.40***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = attitudes toward the campaign. ID = identification with the NFL.
INV = football involvement. PC = personal connection. CL = community link. RE =
reliability. CM = commitment. CG = congruence. BN = benevolence. TR = transparency.
BI = broad impact.
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4.6.6 Predicting Positive Word of Mouth Communication Intentions toward the
Campaign from the Seven Domain-Specific Factors (H6)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 53.49, p < .001) and accounted for
26.9% of the variation in Positive Word of Mouth Communication Intentions toward the
Campaign. Introducing the seven domain specific CSR Authenticity variables explained
an additional 37.0% of variation in Positive Word of Mouth Communication Intentions
toward the Campaign and this change in R2 was significant, F (11, 573) = 92.26, p <
.001. In particular, among the seven variables, Positive Word of Mouth Communication
Intentions toward the Campaign were positively predicted by community link,
congruence, benevolence, transparency, and broad impact (t = 3.77, p < .001; t = 3.40, p
= .001; t = 5.70, p < 001; t = 4.88, p < .001; t = 3.08, p = .002, respectively). Table 34
presents detailed results.

Table 34
Summary of Hierarchical Regression Analysis for Variables Predicting Positive Word of
Mouth Communication Intentions toward the Campaign (H6)
Variable

t

β

sr2

Step 1
ID

.01

.121

.00

INV

.35

5.81***

.04

PC

.32

8.80***

.10

Gender

.08

2.13

.01

Step 2
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R

R2

ΔR2

.52

.26

.26

.80

.63

.37***

CL

.14

3.77***

.01

RE

.03

.72

.00

CM

-.02

-.52

.00

CG

.12

3.40**

.01

BN

.23

5.70***

.02

TR

.18

4.88***

.01

BI

.14

3.08**

.01

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = positive word of mouth communication intentions toward the
campaign. ID = identification with the NFL. INV = football involvement. PC = personal
connection. CL = community link. RE = reliability. CM = commitment. CG =
congruence. BN = benevolence. TR = transparency. BI = broad impact.
4.6.7 Predicting Intentions to Support the Campaign from the Seven DomainSpecific Factors (H7)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 62.57, p < .001) and accounted for
30.1% of the variation in Intentions to Support the Campaign. Introducing the seven
domain specific CSR Authenticity variables explained an additional 26.7% of variation in
Support the Campaign and this change in R2 was significant, F (11, 573) = 68.49, p <
.001. In particular, among the seven variables, Intentions to Support the Campaign were
positively predicted by community link and benevolence (t = 5.09, p < .001; t = 4.89, p <
.001, respectively). Table 35 presents detailed results.
Table 35
Summary of Hierarchical Regression Analysis for Variables Predicting Intentions to
Support the Campaign (H7)
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Variable

t

β

sr2

Step 1
ID

.09

1.51

.00

INV

.26

4.33***

.02

PC

.38

10.67***

.14

Gender

.07

.07

.00

Step 2
CL

.21

5.09***

.02

RE

.11

2.26

.00

CM

-.07

-1.69

.00

CG

.04

1.05

.00

BN

.22

4.89***

.02

TR

.09

2.29

.00

BI

.09

1.68

.00

R

R2

.55

.30

.75

.57

ΔR2

.27***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = intentions to support the campaign. ID = identification with the
NFL. INV = football involvement. PC = personal connection. CL = community link. RE
= reliability. CM = commitment. CG = congruence. BN = benevolence. TR =
transparency. BI = broad impact.
4.6.8 Predicting Feelings of Gratitude toward the Organization from the Seven
Domain-Specific Factors (H8)
The hierarchical regression revealed that at stage one, four covariates contributed
significantly to the regression model, F (4, 580) = 39.94, p < .001) and accounted for
21.6% of the variation in Intentions to Support the Campaign. Introducing the seven
domain specific CSR Authenticity variables explained an additional 36.4% of variation in
Support the Campaign and this change in R2 was significant, F (11, 573) = 72.07, p <
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.001. In particular, among the seven variables, Feelings of Gratitude toward the
Organization were positively predicted by community link, benevolence, and broad
impact (t = 3.24, p < .001; t = 7.06, p < .001; t = 3.22, p < .001, respectively). Table 36
presents detailed results.

Table 36
Summary of Hierarchical Regression Analysis for Variables Predicting Feelings of
Gratitude toward the Organization (H8)
Variable

t

β

sr2

Step 1
ID

.08

1.28

.00

INV

.24

3.86***

.02

PC

.28

7.52***

.08

Gender

.11

2.95*

.01

Step 2
CL

.13

3.24**

.01

RE

.01

.12

.00

CM

.03

.73

.00

CG

.10

2.68

.01

BN

.31

7.06***

.04

TR

.08

2.03

.00

BI

.16

3.22**

.01

R

R2

.47

.22

.76

.58

ΔR2

.36***

Note. N = 585; * p < .00625, ** p < .00125, *** p < .000125
Dependent variable = feelings of gratitude toward the organization. ID = identification
with the NFL. INV = football involvement. PC = personal connection. CL = community
link. RE = reliability. CM = commitment. CG = congruence. BN = benevolence. TR =
transparency. BI = broad impact.
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4.7 Conclusion
The purpose of Study 4 was to test the proposed hypotheses by empirically
examining the influence of CSR Authenticity on consumer outcome variables. Study 4’s
results support H1 (organization reputation), H3 (positive word of mouth communication
intentions toward the organization), H5 (attitudes toward the campaign), H6 (positive
word of mouth communication intentions toward the campaign), and H8 (feelings of
gratitude toward the organization). However, H2 (attendance intentions) and H4 (media
consumption intentions) were not supported, and H7 (intentions to support the campaign)
was tentatively supported.
In addition, in order to examine the influence of the general CSR Authenticity
construct and the seven domain-specific dimensions after controlling for the four
covariates, a series of multivariate regression and hierarchical multiple regression
analysis was conducted. Table 37 shows the summary of the above results.

Table 37
Summary of the Influence of the General CSR Authenticity Construct and Seven
Domain-Specific Dimensions
G
Domain-Specific Dimension
AU
CL
RE
CM
CG
BN
TR
BI
OR (H1) ***
**
***
AI (H2)
***
*
WO (H3) ***
***
MC (H4) ***
**
AC (H5) ***
*
***
***
***
WC (H6) ***
***
**
***
***
**
IS (H7)
***
***
***
GT (H8) ***
**
***
**
Note. G = General construct. AU = CSR Authenticity. CL = community link. RE =
reliability. CM = commitment. CG = congruence. BN = benevolence. TR = transparency.
BI = broad impact. OR = organization reputation. AI = attendance intentions. WO =
positive word of mouth communication intentions toward the organization. MC = media
DV
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consumption. AC = attitudes toward the campaign. WC = positive word of mouth
communication intentions toward the campaign. IS = intentions to support the campaign.
GT = feelings of gratitude toward the organization.
***. p < .001, **. p < .01, *. p < .05
More specifically, among the seven domain specific CSR Authenticity variables,
Organization Reputation was positively predicted by community link and benevolence (t
= 3.36, p = .001; t = 9.53, p < .001, respectively); Attendance Intentions were positively
predicted by benevolence (t = 3.11, p = .002); Positive Word of Mouth Communication
Intentions were positively predicted by benevolence (t = 5.77, p < .001); Media
Consumption Intentions were positively predicted by commitment (t = 3.33, p = .001);
Attitudes toward the Campaign were positively predicted by reliability, congruence,
benevolence, and broad impact (t = 2.92, p = .004; t = 5.89, p < .001; t = 6.65, p < 001; t
= 4.16, p < .001, respectively); Positive Word of Mouth Communication Intentions
toward the Campaign were positively predicted by community link, congruence,
benevolence, transparency, and broad impact (t = 3.77, p < .001; t = 3.40, p = .001; t =
5.70, p < .001; t = 4.88, p < .001; t = 3.08, p = .002, respectively); Intentions to Support
the Campaign were positively predicted by community link and benevolence (t = 5.09, p
< .001; t = 4.89, p < .001, respectively); Feelings of Gratitude toward the Organization
were positively predicted by community link, benevolence, and broad impact (t = 3.24, p
< .001; t = 7.06, p < .001; t = 3.22, p < .001, respectively). The results showed that while
the general CSR Authenticity construct had significant effects on eight dependent
variables, there were distinctive effects of seven-domain specific factors. In particular,
although the benevolence dimension (i.e., an altruistic motive of doing CSR) did not
predict media consumption intentions, which were solely predicted by the commitment
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dimension, this dimension appeared to be the most meaningful dimension in predicting
most of the dependent variables among this study’s participants. While these results are
consistent with the previous literature regarding the positive influence of benevolence
(Ellen et al., 2006), these are inconsistent with Alhouti et al.’s (2016) findings where their
results showed that a company’s self-serving CSR motives were not found to be an
important element of CSR authenticity on consumer outcomes. Alhouti et al.’s (2016)
concluded that their results may indicate that many consumers lack the knowledge of
companies including their histories to have a solid opinion about the company’s CSR
motives. As noted earlier, Alhouti et al. (2016) examined the influence of CSR
authenticity in the context of general business (e.g., the CSR initiatives of McDonald and
ExxonMobil) using undergraduate student participants with an average age of 31 from a
specific local institution (i.e., a large public university in the South-Eastern United
States). The current research was tested among national consumers with broader range of
age from 18 to 75 years old (M = 35.35; SD = 11.40) in the United States in the context
of sport (i.e., the NFL). Due to the unique nature of sport and sport organizations such as
their celebrity status and powerful media attentions, it is plausible for the current research
participants may be more familiar with and/or interested in the organization (i.e., the
NFL) and its CSR history; and thus consumers’ perceptions regarding the benevolent
motives of its CSR may have more meaningful effects on their behavioral intentions
toward the organization and its CSR campaign. Accordingly, these results also add
further support for the previous authenticity literature, indicating authenticity is a
subjective concept that can be influenced by the context and relevance of the claim for
the different stakeholder group (Grayson & Martinec, 2004). Further, given that each
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dimension had distinctive effects of different dimensions and none of the seven
dimensions predicted all dependent variables, the results also suggest the need for
multidimensional scale to holistically gauge the complex nature of consumer perceptions
toward an organization and its CSR programs. For example, one dimension such as
benevolence may or may not predict important consumer outcomes such as purchase
intentions depending on the context and target consumers and thus it will be imperative
for organizations to understand what dimensions would predict their variables of interest
for their target consumers for their different CSR initiatives.
CSR Authenticity had a great deal of influence relative to consumers’ responses
about the organization (27.3 %, 14.4%, 35% of explained variance for organization
reputation, positive word of mouth communication intentions toward the organization,
and feelings of gratitude toward the organization, respectively) as well as about its
campaign (37.6%, 36.2%, and 24.8% of explained variance for attitudes toward the
campaign, positive word of mouth communication intentions toward the campaign, and
intentions to support the campaign). However, it is worth noting that CSR Authenticity
seems to have only little practical value in determining consumers’ attendance intentions
and media consumption—2.3 % and 2.4% of explained variance for attendance intentions
and media consumption intentions, respectively. Previous literature suggests that it is
unlikely that a league or team would convert a large number of non-fans into fans that
would buy tickets or merchandise merely through an organization’s CSR endeavors (Roy
& Graeffe, 2003). The current research also found mild impact of CSR Authenticity on
consumers’ attendance and media consumption intentions. Thus, as proposed in Roy and
Graeffe (2003), Study 4’s findings also suggest that an organization’s CSR endeavors to
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support causes and charities can be used as part of a public relations strategy to overcome
undesirable association with an organization that non-fans may have. In addition, from
the cause’s perspective, while partnering with a sport team can bring vast attention to the
cause, clearly authenticity of the relationship between the organization and the cause has
a significant impact on the public’s support of the campaign. Thus, they need to enter
such relationships wisely and ensure that authenticity is achieved.
Finally, Study 4’s findings show that different constructs of CSR Authenticity
serve to predict different consumer-outcomes, adding further support to the multidimensionality of the construct. More specifically, Study 4’s findings indicate that none
of the single dimension among the seven dimensions predicts all of the eight dependent
variables: benevolence positively influences seven dependent variables except media
consumption intentions; community link positively influences four dependent variables
(i.e., organization reputation, positive word of mouth communications toward the
campaign, intentions to support the campaign, and feelings of gratitude toward the
organization); broad impact positively influences three dependent variables (i.e., attitudes
toward the campaign, positive word of mouth intentions toward the campaign, and
feelings of gratitude toward the organization); congruence positively influences two
dependent variables (i.e., attitude toward the campaign, positive word of mouth intentions
toward the campaign); each of the remaining three CSR Authenticity domain-specific
constructs (i.e., commitment, reliability, and transparency) positively influences one
dependent variable (i.e., media consumption intentions, attitudes toward the campaign,
and positive word of mouth communication intentions, respectively). Using an overall
CSR Authenticity score, Alhouti et al. (2016) tested the effects of CSR Authenticity on
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three consumer-outcome variables (i.e., boycott behaviors, brand loyalty, and purchase
intent). Study 4’s findings indicate that the use of an aggregated CSR Authenticity score
without considering each of the seven dimensions of CSR Authenticity would result in
losing the ability to understand how different dimensions influence various consumeroutcome variables. As such, as noted earlier, it will be imperative for organizations to
holistically understand what dimensions would predict their meaningful outcome
variables for their target consumers for their different CSR initiatives in order to generate
favorable evaluations toward the organizations and their CSR initiatives.
In the following section, Study 5 was conducted in order to reexamine the positive
influence of CSR Authenticity on the eight dependent variables and further investigate if
the influence of CSR Authenticity remains consistent across different types of sports (i.e.,
football and baseball).
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4.8 Study 5
4.8.1 Study Outline
The objectives of Study 5 were to generalize the findings from Study 4 to a new
context and to investigate if the influence of CSR Authenticity remains consistent across
different types of sports (i.e., football and baseball). Study 5 also sought to examine if the
seven dimensions of CSR Authenticity influence different consumer outcome variables
differently in the two different sport contexts in order to confirm the multidimensionality
of CSR Authenticity. To achieve these objectives, a 2 (context: football, baseball) x 2
(CSR Authenticity: high, low) between-subject design was employed using a
hypothetical sport team (the Blue Dragons).

4.8.2 Methods
4.8.2.1 Pretest
A pretest was conducted prior to the main study to ensure that the intended
manipulation of the level of CSR Authenticity would work with our potential participants
through Qualtrics survey software. A total of two hundred and six national consumers
were recruited from Amazon MTurk. Eleven surveys were disqualified due to incomplete
information. This resulted in 195 usable surveys. As noted in previous chapters, given
that the current research is based on sports in North America, participation was limited to
those who reside in the United States. A small compensation ($0.20) was given to the
respondents for their participation. Respondents’ age ranged from 19 to 75 years old (M =
37.00; SD = 12.20, 52.3% of the respondents were male, and 71.3% of the respondents
were Caucasian.
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The respondents were randomly assigned to one of the four conditions in a 2
(context: football, baseball) x 2 (CSR Authenticity: high, low) between-subject design:
football, high CSR Authenticity (n = 53), football, low CSR Authenticity (n = 47),
baseball, high CSR Authenticity (n = 49), baseball, low CSR Authenticity (n = 46). One
of the four condition descriptions was randomly presented to the participants. The sport
context was manipulated in the beginning of the each campaign description; Imagine that
the Blue Dragons are one of the football (baseball) teams in your local community and
read the following description; then answer the questions that follow. The Blue Dragons
are a local football (baseball) team in your community. The sport context was written in
red in the campaign description. Each of the seven dimensions of CSR Authenticity was
manipulated in the four campaign descriptions. For example, the high CSR Authenticity
condition included the following descriptions: their mission statement and policies
express the team’s desire to be good corporate citizens; The team’s website has
information about the team’s efforts to help the community; For more than 20 years, the
“Let’s Play” campaign has been consistently encouraging kids to go out and play in order
to make their lives healthier and has helped more than 1.5 million kids’ physical wellbeing through partnerships with more than 1,000 local schools and charitable
organizations. The low CSR Authenticity condition included the following descriptions:
The team’s mission statement and policies express the team’s desire to provide high
quality entertainment; Recently, the team developed the “Let’s Play” campaign to try
to increase ticket sales by generating positive press through the program; The Blue
Dragons’ “Let’s Play” campaign is scheduled to run for one month this year only, as
the organization does not want to commit too many financial resources to the project.
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Participants were given a brief introduction to the study, in which they were told that they
would participate in a sport marketing study. Thereafter, they were asked to complete
questionnaires including the 21-item seven dimensions of CSR Authenticity measure on
1—7 scales and demographic information. In this pretest, the dependent variable was the
mean of CSR Authenticity for each of the four conditions. Each of the seven dimensions
of CSR Authenticity was manipulated in the four campaign descriptions. Respondents
completed the questionnaires at their own pace. Thereafter, the responses were coded into
SPSS 20 for statistical analyses. Table 38 shows the two levels of CSR Authenticity
manipulation scenarios in the football and baseball contexts.
Table 38
CSR Authenticity Manipulation Scenarios for Football and Baseball
High CSR Authenticity Condition in the Football Context
Imagine that the Blue Dragons are one of the football teams in your local community
and read the following description; then answer the questions that follow.
About the Blue Dragons’ “Let Play” Campaign
The Blue Dragons are a local football team in your community. Their mission statement
and policies express the team’s desire to be good corporate citizens. The team’s website
has information about the team’s efforts to help the community. The Blue Dragons’
“Let’s Play” campaign is the team’s local social responsibility program that builds
on the team’s mission of addressing important social issues within the local
community. Since the Blue Dragons’ Let’s Play campaign was launched 20 years
ago, the Let’s Play campaign has been promoting the importance of youth
health and fitness with local partner organizations and schools in the local community.
For more than 20 years, the Blue Dragons’ “Let’s Play” campaign has been
consistently encouraging kids to go out and play in order to make their lives healthier
and has helped more than 1.5 million kids’ physical well-being through partnerships
with more than 1,000 local schools and charitable organizations.
Low CSR Authenticity Condition in the Football Context
Imagine that the Blue Dragons are one of the football teams in your local community
and read the following description; then answer the questions that follow.
About the Blue Dragons’ “Let Play” Campaign
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The Blue Dragons are a local football team in your community. As stated on their
website, their mission statement and policies express the team’s desire to provide high
quality entertainment. Recently, the Blue Dragons developed the “Let’s Play”
campaign to try to increase ticket sales by generating positive press through the
program. The Blue Dragon’s “Let’s Play” campaign was launched this year and is
designed to promote the importance of youth health and fitness with partner groups.
The Blue Dragons’ “Let’s Play” campaign is scheduled to run for one month this
year only, as the organization does not want to commit too many financial resources
to the project. While the Blue Dragons do not plan to formally assess the program’s
impact, they anticipate that their efforts will help about 100 school children in the
area.
High CSR Authenticity Condition in the Baseball Context
Imagine that the Blue Dragons are one of the baseball teams in your local community
and read the following description; then answer the questions that follow.
About the Blue Dragons’ “Let Play” Campaign
The Blue Dragons are a local baseball team in your community. Their mission
statement and policies express the team’s desire to be good corporate citizens. The team’s
website has information about the team’s efforts to help the community. The Blue
Dragons’ “Let’s Play” campaign is the team’s local social responsibility program
that builds on the team’s mission of addressing important social issues within the
local community. Since the Blue Dragons’ Let’s Play campaign was launched 20
years ago, the Let’s Play campaign has been promoting the importance of youth
health and fitness with local partner organizations and schools in the local community.
For more than 20 years, the Blue Dragons’ “Let’s Play” campaign has been
consistently encouraging kids to go out and play in order to make their lives healthier
and has helped more than 1.5 million kids’ physical well-being through partnerships
with more than 1,000 local schools and charitable organizations.
Low CSR Authenticity Condition in the Baseball Context
Imagine that the Blue Dragons are one of the baseball teams in your local community
and read the following description; then answer the questions that follow.
About the Blue Dragons’ “Let Play” Campaign
The Blue Dragons are a local baseball team in your community. As stated on their
website, their mission statement and policies express the team’s desire to provide high
quality entertainment. Recently, the Blue Dragons developed the “Let’s Play”
campaign to try to increase ticket sales by generating positive press through the
program. The Blue Dragon’s “Let’s Play” campaign was launched this year and is
designed to promote the importance of youth health and fitness with partner groups.
The Blue Dragons’ “Let’s Play” campaign is scheduled to run for one month this
year only, as the organization does not want to commit too many financial resources
to the project. While the Blue Dragons do not plan to formally assess the program’s
impact, they anticipate that their efforts will help about 100 school children in the
area.
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4.8.2.2 Manipulation Checks
A two-way analysis of covariance (ANOCVA) was conducted to identify whether
or not the different levels of CSR Authenticity and sport types had significant impact on
CSR Authenticity. The level of CSR Authenticity (high, low) manipulation had the
intended effects. Respondents in the high CSR Authenticity condition reported higher
mean scores of CSR Authenticity than those in the low CSR Authenticity condition
(Mhigh = 5.59 vs. Mlow = 4.81; F(1, 188) = 34.71, p < .001), indicating successful
manipulation for the level of CSR Authenticity. There was no significant difference in
CSR Authenticity between the two types of sport context (Mfootball = 5.20 vs.
Mbaseball = 5.20; F(1, 188) = .001, p = .972). There was no significant interaction effect
on CSR Authenticity between the level of CSR Authenticity and the type of sport context
(F(1, 188) = .004, p = .950).

4.8.3 Main Study
4.8.3.1 Participants and Procedures
A total of twelve hundred and forty six national consumers were recruited from
Amazon MTurk. Thirty-seven surveys were disqualified due to incomplete information.
This resulted in twelve hundred and nine usable surveys. Again, participation was limited
to those who reside in the United States. A small compensation ($0.30) was given to the
respondents for participation. Respondents’ age ranged from 18 to 76 years old (M =
36.35; SD = 12.04) and 78.4% of the respondents was Caucasian. Table 39 presents
detailed demographic information regarding the respondents of the current study.
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Table 39
Demographic Characteristics of the Respondents
Variable

n

%

Male

530

43.8

Female

679

56.2

Caucasian

948

78.4

African American

102

8.4

Hispanic

63

5.2

Asian

12

1.0

Others

31

2.5

Prefer not to answer

53

4.4

High school

14

1.2

Undergraduate degree

432

35.7

Some college/university

388

32.1

Graduate degree or higher

243

20.1

7

0.6

125

10.3

Less than $19,999

124

10.3

$20,000-$49,999

435

36.0

$50,000-$79,999

338

28.0

$80,000-$109,999

164

13.6

$110,000-$139,999

65

5.4

$140,000-$169,999

32

2.6

$170,000-$199,999

13

1.1

$200,000 or more

7

0.6

Prefer not to answer

31

2.6

Gender

Race

Highest education

Others
Prefer not to answer
Household income in 2015
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In their agreement to participate in the study, individuals were instructed to visit a
Qualtrics online survey and read a short direction for the survey questionnaires. The
respondents were randomly assigned to one of the four conditions in a 2 (context:
football, baseball) x 2 (CSR Authenticity: high, low) between-subject design: football,
high CSR Authenticity (n = 324), football, low CSR Authenticity (n = 300), baseball,
high CSR Authenticity (n = 287), baseball, low CSR Authenticity (n = 298). Respondents
were given a brief introduction to the study, in which they were told that they would be
participating in a sport marketing study. One of the four condition descriptions (See
Table 38 for the detailed manipulation scenarios for the four conditions) was randomly
presented to the respondents. Thereafter, they were asked to complete questionnaires
including the 21-item seven dimensions of CSR Authenticity measure on 1—7 scales,
sport involvement, personal connection, and demographic information. As for sport
involvement, football involvement was measured on a 1-7 scale for the football context,
and baseball involvement was measured on a 1-7 scale for the baseball context.

4.8.3.2 Measures
Same scale items from Study 4 were used in Study 5. See Table 19 for a list of
dependent variable and control variable scale items in Study 4.

4.9 Data Analyses
4.9.1 Scale Reliability
Reliability coefficients were examined as part of the scales reliability analysis.
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Internal reliability test indicated adequate internal reliability as shown by reliability
coefficients for all measurement items ranging from .849 to .965 based on the cutoff
standard (.70) suggested by Murphy and Davidshofer (2001). The scales employed in the
current study concerning sport involvement (α = .919), personal connection (α = .852),
community link (α = .850), reliability (α = .878), commitment (α = .939), congruence (α
= .868), benevolence (α = .849), transparency (α = .880), broad impact (α = .914),
organization reputation (α = .887), attendance intention (α = .917), positive word of
mouth communication intentions toward the organization (α = .942), media consumption
(α = .941), attitudes toward the campaign (α = .965), positive word of mouth
communication intentions toward the campaign (.946), intentions to support the
campaign (α = .895), and feelings of gratitude toward the organization (α = .909)
indicated acceptable internal reliability based on the cutoff standard (.70) suggested by
Murphy and Davidshofer (2001). Table 40 summarizes the scale reliability analysis
results.

Table 40
Reliability Analysis for Control, Independent, and Dependent Variables
Variables
Control Variables

Number of items

α

Sport involvement

5

.919

Personal connection

3

.852

Community link

3

.850

Reliability

3

.878

Independent Variables
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Commitment

3

.939

Congruence

3

.868

Benevolence

3

.849

Transparency

3

.880

Broad Impact

3

.914

Organization reputation

4

.887

Attendance intentions

4

.917

Positive WOM (the sport team)

4

.942

Media consumption

3

.941

Attitudes toward the campaign

3

.965

Positive WOM (campaign)

4

.946

Intentions to support (campaign)

3

.895

Feelings of gratitude (the sport team)

3

.909

Dependent Variables

4.9.2 Manipulation Checks
A two-way ANCOVA (analysis of covariance) was conducted to identify whether
or not the different levels of CSR Authenticity and sport types have significant impact on
CSR Authenticity. The level of CSR Authenticity (high, low) manipulation had the
intended effects. Respondents in the high CSR Authenticity condition reported higher
mean scores of CSR Authenticity than those in the low CSR Authenticity condition
(Mhigh = 5.74 vs. Mlow = 4.88; F(1, 1202) = 352.409, p < .001), indicating successful
manipulation for the level of CSR Authenticity. In addition, somewhat interestingly, the
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type of sport (football, baseball) manipulation also had significant effects. Despite
viewing the exact same information, respondents in the baseball condition reported
higher mean scores of CSR Authenticity than those in the football CSR condition
(Mfootball = 5.22 vs. Mbaseball = 5.35; F(1, 1202) = 6.829, p < .01). However, there
was no significant interaction effect between the level of CSR Authenticity and the type
of sports on CSR Authenticity (F(1, 1202) = 1.326, p = .250), indicating successful
manipulation for the level of CSR Authenticity.

4.9.3 Preliminary Analyses
Table 41 presents means, standard deviations, and bivariate correlations of the
seven CSR Authenticity variables, eight dependent variables, and three control variables.
All bivariate correlations among dependent variables are statistically significant at p = .05
level. An examination of these simple correlations suggests that there were no issues
concerning multicollinearity since none of the predictor variables had intercorrelations
greater than 0.74. Variance inflation factor (VIF) values of all regressions ranged from
1.02 to 3.23. These values are less than the cutoff point of 10 suggested by Hair,
Anderson, Tatham, and Black (1998). Hence, there were no issues regarding
multicollinearity.
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4.10 Test of Hypotheses
To examine the influence of CSR Authenticity on consumers’ behavioral
intentions toward a sport organization and its campaign, I ran a MANCOVA using the
level (1 for the high CSR Authenticity condition, 2 for the low CSR Authenticity
condition) of CSR Authenticity and the type of sport (1 for football, 2 for baseball) as
independent variables, three covariates (sport involvement, personal connection, and
gender), and eight dependent variables. SPSS 22.0 was utilized to conduct the
MANCOVA analysis.
The results revealed that there was a significant difference between the two levels
of CSR Authenticity on the eight dependent variables. The two levels of CSR
Authenticity had a statistically significant impact on dependent variables (Wilks’ λ =
.870, F = 22.32, p < .001). As expected, the high CSR authenticity condition reported
more positive responses towards the campaign and organization than the low CSR
authenticity condition (see Table 43). The two types of sports also had a significant
impact on dependent variables (Wilks’ λ = .981, F = 2.82, p < .01). Consistent with the
higher perceived authenticity of the baseball context, participants reported more positive
responses when they viewed the baseball scenario compared to the football scenario (see
Table 44). However, there was no significant interaction effect on any of the eight
dependent variables between the level of CSR Authenticity and the type of sports on CSR
Authenticity ( Wilks’ λ = .997, F = .521, p = .842). Thus, Hypotheses 1-8 were
supported.
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Table 42
Tests of Group Mean Differences between High and Low CSR Authenticity
Group Meana (Standard Deviation)
Results
High CSR
Low CSR
F
Sig.
OR (H1)
5.39 (0.40)
4.72 (0.41)
133.909
0.000
AI (H2)
5.39 (0.49)
5.10 (0.49)
17.933
0.000
WO (H3)
5.58 (0.42)
5.06 (0.43)
73.641
0.000
MC (H4)
5.19 (0.48)
4.96 (0.48)
11.444
0.001
AC (H5)
6.24 (0.47)
5.54 (0.47)
110.327
0.000
WC (H6)
5.54 (0.44)
4.90 (0.49)
70.672
0.000
IS (H7)
4.90 (0.49)
4.63 (0.50)
14.736
0.000
GT (H8)
5.61 (0.44)
5.06 (0.45)
75.237
0.000
Note. H = hypothesis. DV = dependent variable. OR = organization reputation. AI =
attendance intentions. WO = positive word of mouth communication intentions toward
the organization. MC = media consumption intentions. AC = attitudes toward the
campaign. WC = positive word of mouth communication intentions toward the campaign.
IS = intentions to support the campaign. GT = feelings of gratitude toward the
organization.
a. Based on estimated marginal mean
DV (H)

Table 43
Tests of Group Mean Differences between Football and Baseball
Group Meana (Standard Deviation)
Results
Football
Baseball
F
Sig.
OR
4.99 (0.04)
5.12 (0.04)
4.691
0.031
AI
5.10 (0.05)
5.39 (0.05)
16.323
0.000
WO
5.20 (0.04)
5.44 (0.04)
14.464
0.000
MC
5.00 (0.05)
5.15 (0.05)
5.080
0.024
AC
5.80 (0.05)
5.98 (0.05)
7.086
0.008
WC
5.16 (0.04)
5.38 (0.05)
11.972
0.001
IS
4.70 (0.05)
4.84 (0.05)
3.478
0.062
GT
5.24 (0.04)
5.43 (0.05)
9.031
0.003
Note. DV = dependent variable. OR = organization reputation. AI = attendance
intentions. WO = positive word of mouth communication intentions toward the
organization. MC = media consumption intentions. AC = attitudes toward the campaign.
WC = positive word of mouth communication intentions toward the campaign. IS =
intentions to support the campaign. GT = feelings of gratitude toward the organization.
a. Based on estimated marginal mean
DV
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4.11 Influence of the Seven Domain-Specific Factors Across Two Sport Contexts
In addition to testing of the hypotheses, the influence of the seven dimensions of
CSR Authenticity across two different sports was tested in an attempt to further examine
if the seven dimensions of CSR Authenticity influence different consumer outcome
variables differently between the football condition and the baseball condition. To do so,
first, in the multivariate regression analysis, the eight dependent variables were entered
and three covariates (football (baseball) involvement, personal connection, and gender) as
well as seven specific CSR Authenticity constructs were added as independent variables
within the football (baseball) condition.
In the football context, the four specific CSR Authenticity constructs out of the
seven constructs were significantly significant—community link (Wilks’ λ = .886, F =
9.72, p < .001), reliability (Wilks’ λ = .939, F = 4.91, p < .001), commitment (Wilks’ λ =
.932, F = 5.53, p < .001), and benevolence (Wilks’ λ = .877, F = 10.67, p < .001) with
the exceptions of congruence (Wilks’ λ = .970, F = 2.34, p = .018), transparency (Wilks’

λ = .971, F = 2.30, p = .020), and broad impact (Wilks’ λ = .989, F = 0.815, p = .590)—
allowing separate usages of hierarchical multiple regression analyses for the eight
dependent variables with the protection of the Type I error rate. Subsequently, a series of
hierarchical regression analysis was carried out, entering three covariates in the first step,
and adding seven specific CSR Authenticity factors in the second step.
Among the three covariates that were considered in the current study, gender did
not account for significant variance in any of the eight dependent variables (Wilks’ λ =
.970, F = 2.32, p > .00625). As for the two other covariates, football involvement
accounted for significant variance in all of the eight dependent variables (Wilks’ λ =
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.853, F = 13.09, p < .001) and personal connection accounted for significant variance in
the three dependent variables (positive word of mouth communication intentions toward
the organization and the campaign, and attitudes toward the campaign), (Wilks’ λ = .903,
F = 8.16, p < .001).
In the baseball condition, in the second multivariate regression analysis, the eight
dependent variables were entered and three covariates (baseball involvement, personal
connection, and gender) as well as seven specific CSR Authenticity constructs were
added as independent variables within the baseball condition. Among the three covariates
that were considered in the current study, gender did not account for significant variance
in any of the eight dependent variables (Wilks’ λ = .973, F = 1.99, p > .00625). As for the
two other covariates, baseball involvement accounted for significant variance in all of the
eight dependent variables (Wilks’ λ = .823, F = 15.13, p < .001) and personal connection
accounted for significant variance in the seven dependent variables except one (i.e.,
attitudes toward the campaign) (Wilks’ λ = .915, F = 6.60, p < .001).
The five specific CSR Authenticity constructs among the seven constructs were
statistically significant—community link (Wilks’ λ = .923, F = 5.90, p < .001),
commitment (Wilks’ λ = .933, F = 5.11, p < .001), congruence (Wilks’ λ = .925, F =
5.78, p < .000), benevolence (Wilks’ λ = .781, F = 19.93, p < .001), transparency (Wilks’

λ = .943, F = 4.31, p < .001), with the exceptions of reliability (Wilks’ λ = .992, F =
0.60, p = .780) and broad impact (Wilks’ λ = .996, F = 0.55, p = .819)—allowing
separate usages of hierarchical multiple regression analyses for the eight dependent
variables with the protection of the Type I error rate. Subsequently, a series of
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hierarchical regression analysis was carried out, entering three covariates in the first step,
and adding seven specific CSR Authenticity factors in the second step.

4.11.1 Predicting Organization Reputation from the Seven Domain-Specific CSR
Authenticity Factors Across Two Sport Contexts (H1)
In the football condition, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 50.07, p <
.001) and accounted for 19.5% of the variation in Organization Reputation. Introducing
the seven domain specific CSR Authenticity variables explained an additional 43.9% of
variation in Organization Reputation and this change in R2 was significant, F (10, 613) =
106.03, p < .001. In particular, among the seven domain-specific CSR Authenticity
variables, Organization Reputation was positively predicted by reliability and
benevolence (t = 5.06, p < .001; t = 7.12, p < .001, respectively).
In the baseball condition, the hierarchical regression revealed that at Stage one,
the three covariates contributed significantly to the regression model, F (3, 581) = 17.35,
p < .001) and accounted for 8.2% of the variation in Organization Reputation.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 57.0% of variation in Organization Reputation and this change in R2 was
significant, F (10, 574) = 107.82, p < .001. In particular, among the seven domainspecific CSR Authenticity variables, Organization Reputation was positively predicted by
commitment, benevolence, and transparency (t = 2.76, p = .005; t = 10.26, p < .001, t =
3.88, p < .001, respectively).
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4.11.2 Predicting Attendance Intentions from the Seven Domain-Specific CSR
Authenticity Factors Across Two Sport Contexts (H2)
In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 64.71, p <
.001) and accounted for 23.8% of the variation in Attendance Intentions. Introducing the
seven domain specific CSR Authenticity variables explained an additional 20.0% of
variation in Attendance Intentions and this change in R2 was significant, F (10, 613) =
46.08, p < .001. In particular, among the seven specific CSR Authenticity variables,
Attendance Intentions were positively predicted by community link and commitment (t =
5.07, p < .001; t = -3.31, p = .001, respectively).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 32.53, p <
.001) and accounted for 14.4% of the variation in Attendance Intentions. Introducing the
seven domain specific CSR Authenticity variables explained an additional 20.9% of
variation in Attendance Intentions and this change in R2 was significant, F (10, 574) =
31.29, p < .001. In particular, among the seven specific CSR Authenticity variables,
Attendance Intentions were positively predicted by community link, congruence, and
transparency (t = 3.30, p = .001; t = 3.21, p = .001, t = 3.26, p = .001, respectively).

4.11.3 Predicting Positive Word of Mouth Communication Intentions toward the
Organization from the Seven Domain-Specific CSR Authenticity Factors Across
Two Sport Contexts (H3)
In the football context, the hierarchical regression revealed that at Stage one, the
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three covariates contributed significantly to the regression model, F (3, 620) = 56.22, p <
.001) and accounted for 21.4% of the variation in Positive Word of Mouth
Communication Intentions toward the Organization. Introducing the seven domain
specific CSR Authenticity variables explained an additional 38.5% of variation in
Positive Word of Mouth Communication Intentions toward the Organization and this
change in R2 was significant, F (10, 613) = 91.56, p < .001. In particular, among the
seven specific CSR Authenticity variables, Positive Word of Mouth Communication
Intentions toward the Organization were positively predicted by community link,
reliability, and benevolence (t = 4.95, p < .001; t = 4.17, p < .001; t = 6.27, p < .001).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 25.17, p <
.001) and accounted for 11.5% of the variation in Positive Word of Mouth
Communication Intentions toward the Organization. Introducing the seven domain
specific CSR Authenticity variables explained an additional 44.4% of variation in
Positive Word of Mouth Communication Intentions toward the Organization and this
change in R2 was significant, F (10, 574) = 72.75, p < .001. In particular, among the
seven specific CSR Authenticity variables, Positive Word of Mouth Communication
Intentions toward the Organization were positively predicted by community link,
congruence, benevolence, and transparency (t = 2.94, p = .003; t = 3.81, p < .001; t =
5.05, p < .001; t = 4.82, p < .001, respectively).

4.11.4 Predicting Media Consumption Intentions from the Seven Domain-Specific
CSR Authenticity Factors Across Two Sport Contexts (H4)
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In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 69.05, p <
.001) and accounted for 25.0% of the variation in Media Consumption Intentions.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 15.9% of variation in Media Consumption Intentions and this change in R2 was
significant, F (10, 613) = 42.57, p < .001. In particular, among the seven domain-specific
CSR Authenticity variables, Media Consumption Intentions were solely predicted by
community link (t = 5.63, p < .001).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 46.72, p <
.001) and accounted for 19.4% of the variation in Media Consumption Intentions.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 16.2% of variation in Media Consumption Intentions and this change in R2 was
significant, F (10, 574) =31.74, p < .001. In particular, among the seven specific CSR
Authenticity variables, Media Consumption Intentions were positively predicted by
community link and benevolence (t = 2.99, p = .003; t = 3.09, p = .002, respectively).

4.11.5 Predicting Attitudes toward the Campaign the Seven Domain-Specific CSR
Authenticity Factors Across Two Sport Contexts (H5)
In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 27.67, p <
.001) and accounted for 11.8% of the variation in Attitudes toward the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
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additional 44.5% of variation in Attitudes toward the Campaign and this change in R2
was significant, F (10, 613) = 79.13, p < .001. In particular, among the seven variables,
Attitudes toward the Campaign were positively predicted by community link, commitment
and benevolence (t = 5.52, p < .001; t = 3.58, p < .001; t = 3.52, p < .001, respectively).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 7.05, p <
.001 and accounted for 3.5% of the variation in Attitudes toward the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 50.9% of variation in Attitudes toward the Campaign and this change in R2
was significant, F (10, 574) = 68.54, p < .001. In particular, among the seven variables,
Attitudes toward the Campaign were positively predicted by community link, congruence,
and benevolence (t = 4.29, p < .001; t = 4.65, p < .001; t = 6.44, p < .001, respectively).

4.11.6 Predicting Positive Word of Mouth Communication Intentions toward the
Campaign from the Seven Domain-Specific CSR Authenticity Factors Across Two
Sport Contexts (H6)
In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 54.03, p <
.001) and accounted for 20.7% of the variation in Positive Word of Mouth
Communication Intentions toward the Campaign. Introducing the seven domain specific
CSR Authenticity variables explained an additional 40.1% of variation in Positive Word
of Mouth Communication Intentions toward the Campaign and this change in R2 was
significant, F (10, 613) = 95.01, p < .001. In particular, among the seven variables,
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Positive Word of Mouth Communication Intentions toward the Campaign were positively
predicted by community link, reliability, and benevolence (t = 5.12, p < .001; t = 3.50, p =
.001; t = 6.33, p < .001, respectively).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 18.01, p <
.001 and accounted for 8.5% of the variation in Positive Word of Mouth Communication
Intentions toward the Campaign. Introducing the seven domain specific CSR
Authenticity variables explained an additional 49.7% of variation in Positive Word of
Mouth Communication Intentions toward the Campaign and this change in R2 was
significant, F (10, 574) = 80.11, p < .001. In particular, among the seven variables,
Positive Word of Mouth Communication Intentions toward the Campaign were positively
predicted by community link, congruence, benevolence, and transparency (t = 3.79, p <
.001; t = 3.26, p = .001; t = 7.61, p < .001; t = 4.54, p < .001, respectively).

4.11.7 Predicting Intentions to Support the Campaign from the Seven DomainSpecific CSR Authenticity Factors Across Two Sport Contexts (H7)
In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 64.33, p <
.001) and accounted for 23.7% of the variation in Intentions to Support the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 19.2% of variation in Support the Campaign and this change in R2 was
significant, F (10, 613) = 46.16, p < .001. In particular, among the seven variables,
Intentions to Support the Campaign were positively predicted by community link and
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benevolence (t = 4.88, p < .001; t = 3.79, p < .001, respectively).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 42.73, p <
.001) and accounted for 18.1% of the variation in Intentions to Support the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 20.2% of variation in Support the Campaign and this change in R2 was
significant, F (10, 574) = 35.64, p < .001. In particular, among the seven variables,
Intentions to Support the Campaign were positively predicted by community link and
benevolence (t = 4.51, p < .001; t = 4.45, p < .001, respectively).

4.11.8 Predicting Feelings of Gratitude toward the Organization from the Seven
Domain-Specific CSR Authenticity Factors Across Two Sport Contexts (H8)
In the football context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 620) = 59.73, p <
.001) and accounted for 22.4% of the variation in Intentions to Support the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 38.1% of variation in Intention to Support the Campaign and this change in R2
was significant, F (10, 613) = 93.78, p < .001. In particular, among the seven variables,
Feelings of Gratitude toward the Organization were positively predicted by community
link, reliability, and benevolence, (t = 5.75, p < .001; t = 2.85, p = .005; t = 5.69, p <
.001, respectively).
In the baseball context, the hierarchical regression revealed that at Stage one, the
three covariates contributed significantly to the regression model, F (3, 581) = 20.31, p <
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.001) and accounted for 9.5% of the variation in Intentions to Support the Campaign.
Introducing the seven domain specific CSR Authenticity variables explained an
additional 48.2% of variation in Support the Campaign and this change in R2 was
significant, F (10, 574) = 78.17, p < .001. In particular, among the seven variables,
Feelings of Gratitude toward the Organization were positively predicted by community
link, congruence, benevolence, and transparency (t = 3.74, p < .001; t = 3.84, p < .001; t
= 9.23, p < .001; t = 3.26, p = .001, respectively).

4.12 Conclusion
The Study 5 results showed that CSR authenticity positively influenced consumer
responses toward an organization and its campaign, and thus supported all of the
proposed eight hypotheses. The MANCOVA analysis revealed that the mean scores on
the eight dependent variables for the high CSR Authenticity condition were significantly
different from these mean scores for the low CSR Authenticity condition (Wilks’ λ =
.870, F = 22.32, p < .001). The mean score on each of the eight dependent variables for
the high CSR Authenticity condition was higher than that of the low CSR Authenticity
condition across two different sports (football, baseball). Again, somewhat interestingly,
the mean score on each of the eight dependent variables for the baseball condition was
higher than that for the football condition and the difference was statistically significant
(Wilks’ λ = .981, F = 2.82, p < .01). The significant effects of type of sport may indicate
that there might be certain halo effects regarding different types of sports on consumers’
perceptions of authenticity toward an organization’s CSR initiatives. There was no
statistically significant interaction effect on the mean score on each of the eight
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dependent variables between the level of CSR Authenticity and the type of sports (Wilks’

λ = .997, F = .521, p = .842).
These results indicate that CSR Authenticity positively influences various
consumer responses toward an organization and its CSR campaign across different sports
(football, baseball) and the effects were statistically significant.
Study 5’s results also show that the seven dimensions of CSR Authenticity
influence various consumer outcome variables differently in two different sport types
(football, baseball), indicating the multidimensionality of the CSR Authenticity construct.
For example, while consumer outcome variables were predicted by four dimensions (i.e.,
community link, reliability, commitment, and benevolence) in the football context, these
variables were predicted by five dimensions (community link, commitment, congruence,
benevolence, and transparency) in the baseball context. Across two sports, community
link and benevolence appeared most meaningful, significantly influencing most of the
consumer outcome variables. Tables 44 and 45 summarize the distinctive effects of the
seven domain-specific factors of CSR Authenticity in the football and baseball context.
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Table 44
Summary of the Influence of the General CSR Authenticity Construct and Seven
Domain-Specific Dimensions in the Football Context.
G
Domain-Specific Dimension
AU
CL
RE
CM
CG
BN
TR
BI
OR (H1) ***
***
n.s.
***
n.s.
n.s.
AI (H2)
***
***
**a
WO (H3) ***
***
***
***
MC (H4) ***
***
AC (H5) ***
***
***
***
WC (H6) ***
***
***
***
IS (H7)
***
***
***
GT (H8) ***
***
*
***
Note. G = General construct. AU = CSR Authenticity. CL = community link. RE =
reliability. CM = commitment. CG = congruence. BN = benevolence. TR = transparency.
BI = broad impact. OR = organization reputation. AI = attendance intentions. WO =
positive word of mouth communication intentions toward the organization. MC = media
consumption. AC = attitudes toward the campaign. WC = positive word of mouth
communication intentions toward the campaign. IS = intentions to support the campaign.
GT = feelings of gratitude toward the organization.
***. p < .000125, **. p < .00125, *. p < .00625, n.s.. not significant, a. negative effects.
DV

Table 45
Summary of the Influence of the General CSR Authenticity Construct and Seven
Domain-Specific Dimensions in the Baseball Context.
G
Domain-Specific Dimension
AU
CL
RE
CM
CG
BN
TR
BI
OR (H1) ***
n.s.
*
***
***
n.s.
AI (H2)
***
**
**
**
WO (H3) ***
*
***
***
***
MC (H4) ***
*
*
AC (H5) ***
***
***
***
WC (H6) ***
***
**
***
***
IS (H7)
***
***
***
GT (H8) ***
***
***
***
**
Note. G = General construct. AU = CSR Authenticity. CL = community link. RE =
reliability. CM = commitment. CG = congruence. BN = benevolence. TR = transparency.
BI = broad impact. OR = organization reputation. AI = attendance intentions. WO =
positive word of mouth communication intentions toward the organization. MC = media
consumption. AC = attitudes toward the campaign. WC = positive word of mouth
communication intentions toward the campaign. IS = intentions to support the campaign.
GT = feelings of gratitude toward the organization.
***. p < .000125, **. p < .00125, *. p < .00625, n.s.. not significant, a. negative effects.
DV
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CHAPTER 5
DISCUSSION

5.1 Introduction
The current research provides novel insights regarding CSR Authenticity’s nature
and shows its meaningful effects on consumers’ responses. The current research
introduces the multidimensional CSR Authenticity Scale and shows that CSR
Authenticity positively influences various consumers’ behavioral intentions toward an
organization as well as their reactions to its campaign. The current research makes
contributions to both academia and business practice by developing a valid and reliable
instrument to measure consumer perceptions of authenticity in CSR programs and
clarifying our understanding of the imperative role of these perceptions in CSR.

5.2 Contributions
5.2.1 Theoretical Contributions
The current research sought to extend the body of knowledge in the CSR and
authenticity literature and to make contributions to academia, business practitioners, and
society at large by empirically illustrating the significance of an organization’s authentic
CSR endeavors. Seven dimensions emerged: community link, reliability, congruence,
commitment, benevolence, transparency, and broad impact. By exploring consumer
perceptions of CSR authenticity and empirically testing its effects on various consumer
outcome variables, the current research introduces new constructs that explain why a
CSR program is viewed as authentic or inauthentic. In particular, it fills the knowledge
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gap with regard to the nature of CSR Authenticity and the effects of consumers’
perceptions of authenticity toward CSR on their reactions relative to both an organization
and its CSR program. By doing so, this research makes several theoretical contributions
to marketing, consumer behavior, authenticity, and CSR literature in general, and sport
marketing, sport consumer behavior, and sport CSR literature in particular.
First, the current research fills the knowledge gap and broadens our understanding
of CSR Authenticity as a multidimensional construct by developing a psychometrically
robust measure of CSR Authenticity. Across five studies, the findings of the current
research confirm empirical validation of interconnected—yet distinct—multidimensionality of CSR authenticity characteristics. Second, across the two studies
(Studies 4 and 5), the research findings fill the gaps in the literature by adding empirical
evidence of the effectiveness of CSR Authenticity on consumer responses. While using
one aspect of consumers’ perceptions toward an organization’s CSR program (e.g.,
benevolence, commitment) to understand the program’s effectiveness on consumer
responses may seem more easily adaptable across different contexts, there might be
restrictions to holistically understand how overall consumers’ perceptions influence their
CSR evaluations. For example, the current research findings from Studies 4 and 5 show
that different dimensions have distinctive roles on each dependent variable and none of
the single dimensions solely predicts all of the eight dependent variables. More
specifically, although the benevolence dimension showed strong effects on most
dependent variables in both studies, it did not have significant effects on media
consumption intentions that were solely predicted by the commitment dimension in Study
4. Similarly, in Study 5, benevolence did not have significance effects on attendance
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intentions that were predicted by the three other dimensions (i.e., community link,
congruence, and transparency). These findings emphasize the need for the inclusion of
multiple dimensions rather than one dimension in examining the effectiveness of
consumers’ perceptions toward a CSR program on their CSR evaluations. While
understanding consumers’ CSR perceptions solely in terms of one dimension may restrict
the full potential that consumers’ overall perceptions toward CSR could have,
considering additional dimensions of CSR Authenticity may help us broaden our
understanding regarding the complex nature of consumer perceptions toward CSR. Thus,
an important aspect of the current research is the introduction of the multiple dimensions
and the evidence that all of these dimensions of CSR Authenticity have unique impacts
on consumer behavioral intentions toward the organization and its campaign. Using the
multi-dimensional approach, the current research’s empirical findings show that CSR
campaigns generate high scores in certain dimensions (e.g., congruence) and low scores
in different dimensions (e.g., benevolence), and these different scores in other dimensions
collectively influence consumers’ overall perceptions of authenticity toward the
organization and its CSR campaign.
Previous CSR studies that examined the effectiveness of different types of an
organization’s CSR motives (i.e., benevolence) on consumers’ CSR perceptions have
generated mixed findings (Ellen et al., 2006; Skarmeas & Leonidou, 2013; Walker et al.,
2010). That is, while strategic motives (i.e., self-serving motives to increase an
organization’s business bottom-line) had a negative impact on consumer evaluations in
some studies (Ellen et al., 2006), others found that strategic motives had no impact on
their evaluations (Skarmeas & Leonidou, 2013). In particular, Walker et al. (2010)
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examined the influence of CSR awareness and three types of CSR motives, and found
that although consumers were aware of an organization’s CSR endeavors, the
organization’s strategic CSR motives had no negative impact on consumer outcomes (i.e.,
organization reputation, merchandise consumption, and word of mouth communication)
other than a negative effect on repeat purchase in the context of a non-profit organization
in sport (i.e., International Olympics committee (IOC)). Accordingly, Walker et al.
(2010) concluded that the IOC’s powerful brand values and reputation could be sufficient
enough to overcome the organization’s recurring negative publicity. Although these
conclusions might have been due to the nature of the organization (i.e., an international
non-profit organization) and the unique participants’ characteristics (i.e., attendees of the
2008 Beijing Olympic Games across 38 different countries), consumers’ evaluations on
the IOC’s CSR programs might have been different if other dimensions—in addition to
their CSR motives—had been also considered. Thus, for example, while the IOC’s strong
Olympism brand and values might be powerful enough to escape from ongoing negative
press when their CSR was gauged by a certain dimension (such as their CSR motives),
there might be potential undesirable influence of such negative press when other
dimensions are also considered in measuring consumers’ overall perceptions toward the
IOC’s CSR programs over a period of time.
In fact, a recent New York Times article clearly represents how some of the CSR
Authenticity dimensions may raise critical concerns and generate undesired responses
toward an organization and its CSR campaign among the public (Schwarz, 2016). In this
article, three attributes of the Heads Up Football program—benevolence, reliability, and
transparency—were illustrated. First, the Heads Up Football program raised some
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questions about the NFL’s motive (i.e., benevolence) to initiate the campaign. The NFL
financially supports and greatly promotes the program, yet the league and USA Football,
youth football’s governing body—which manages the program—have sold the Heads Up
Football program to thousands of leagues and parents only after seeing a decline in youth
football participation (Schwartz, 2016).
Second, the reliability aspect of the Heads Up Football program was heavily
discussed in this article. According to The New York Times article, the league asserted
some questionable findings and conclusions from an independent study, claiming that the
program reduces injuries by 76 percent, and concussions by about 30 percent. However,
review of the study shows no demonstrable effect on reductions in concussions in
contrast to the NFL’s assertions.
Third, related to transparency of the Heads Up Football, the NFL only released
the desired effects of the program to the public rather than releasing the comprehensive
and accurate information critical to the youth football participants. This was evidenced by
an interview with Elliot F. Kaye—who is the chairman of the United States Consumer
Product Safety Commission and also has worked with USA Football and the NFL on
improving helmet safety—in the article: “Everybody who is involved in trying to
improve the safety of youth sports, when parents such as myself are so desperate to have
effective solutions, has the responsibility to make sure that any information that they are
putting out to the public is accurate, is comprehensive, and is based on legitimate
science”. Chairman Kaye further notes that the Heads Up Football program does not
appear to meet that standard (Schwarz, 2016). Thus, although the NFL asserts that the
primary objectives of the Heads Up Football program were to improve safety and
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reassure parents, it seems that the NFL’s actual motives were to increase the number of
youth participating in football since overall football participation has dropped
significantly in recent years—from 3 million in 2010 to about 2.2 million in 2015—
primarily due to concerns about head injuries (Schwarz, 2016).
This article clearly shows that such inauthentic perceptions toward the Heads Up
Football program actually leads to this undesirable press release by The New York
Times, one of the most influential media groups. Thus, although this might not
immediately lead to negative effects on their fans’ consumption behaviors (e.g., future
attendance, merchandise purchase, and media consumption) for this well-established
sport organization such as the NFL; it seems highly likely that such criticisms about the
program may ultimately impact consumers’ overall responses toward the organization,
and have a definite impact on attitudes toward the CRS program.
It is also worth noting that Study 5’s findings present that the effects of CSR
Authenticity remain consistent across different sport contexts (football and baseball).
These two sport contexts were described in the beginning of each condition (e.g., Imagine
that the Blue Dragons are one of the football (baseball) teams in your local community
and read the following description; then answer the questions that follow.
About the Blue Dragons’ “Let Play” Campaign: The Blue Dragons are a local football
(baseball) team in your community…) in Study 5 but the findings confirm the
multidimensionality of the CSR Authenticity construct in both settings. However,
because of the multi-dimension measure, we can observe the unique roles of distinctive
dimensions on different dependent variables across different sport contexts. There are
three primary differences in terms of the effects of the CSR Authenticity dimensions
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between the two contexts: (1) while reliability had no significant effects on any of the
eight dependent variables in the baseball condition, it had positive effects on organization
reputation, positive word of mouth communication intentions toward the organization
and its campaign, and feelings of gratitude toward the organization in the football
condition; (2) one of the most interesting differences was found in the commitment
dimension on its effects on attendance intentions. Although commitment had no
significant effects on attendance intentions in the context of baseball, it had negative
effects on attendance intentions in the context of football; (3) in addition, the findings
also show that the type of sport had significant main effects on CSR Authenticity in that
relatively higher mean scores of CSR Authenticity on all of the eight dependent variables
were found in the baseball context than in the football context. In addition, the change in
the explained variance after adding the CSR Authenticity dimensions to the regression
was higher by average 5.9 percent across all of the eight dependent variables and
particularly by 13.1 percent for organization reputation in the baseball context than in the
football context. The greater impact of CSR Authenticity on all of the consumer outcome
variables including organization reputation within the context of baseball implies that
football is so prominent in American culture that a CSR program may have a relatively
lesser impact on its reputation—even after controlling for participants’ sport involvement.
This suggests that a CSR program could perhaps have a more impactful influence on less
popular and/or established sports.
It is also important to note that both were sport settings and sport is somewhat
unique in their CSR endeavors (e.g., certainly greater media exposure and consumers’
unique emotional attachments to the sports and the teams, etc.) than in causes of non-
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sport related companies. For example, as noted earlier, while an organization’s
commitments in its CSR endeavors are expected to generate positive influence on
consumers’ evaluations toward its CSR campaign in the regular business context, the
commitment dimension was found to have negative effects on attendance intentions in
the football context in Study 5. Although there was no such negative effects of
commitment on attendance intentions in the baseball context, when teams attempt to
flaunt commitment about their CSR endeavors, this might convey some negative signals
regarding the teams’ endeavors to provide high quality entertainment for certain fans who
are more heavily interested in their teams’ performance.
Taken together, Study 5’s findings would also add weight that the multidimensionality in understanding CSR Authenticity is important as different aspects
predict different outcomes in different settings.

5.2.2 Managerial Contributions
The current research also makes meaningful practical contributions. Various
objectives are under scrutiny when consumers judge authenticity in CSR. The proposed
dimensions of CSR authenticity may provide managers with directions for shaping their
CSR campaigns so that they reap the benefits of authenticity from their CSR endeavors.
In the brand authenticity literature, companies hope to benefit from the effects of brand
authenticity (Beverland, 2005; Morhart et al., 2015; Napoli et al., 2014; Spiggle et al.,
2012). Similarly, by reinforcing the relevant dimensions that can render an organization’s
CSR campaign as authentic, organizations may also expect the benefits of authenticity.
An organization should understand how it stands on the different dimensions of CSR
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Authenticity in order to generate favorable consumer reactions. Using the sevendimension CSR Authenticity Scale, the current research shows that different dimensions
may influence different consumer-outcome variables This indicates that mere use of an
overall CSR Authenticity scale without considering individual dimensions of CSR
Authenticity would lose the ability to understand how these different dimensions
distinctively influence various consumer-outcome variables. As such, organizations and
CSR practitioners should consider individual CSR Authenticity dimensions and their
effects on meaningful outcome variables as well as the overall CSR Authenticity
construct to holistically learn about attitudes toward the organization and its CSR
campaign. More specifically, the multidimensional CSR Authenticity Scale enables CSR
practitioners to evaluate the score for each dimension in addition to the overall score for
different CSR campaigns, thus they can compare the scores for different CSR campaigns
and understand which sub-dimension(s) account for the overall score of CSR
Authenticity for each campaign. For example, in Studies 3 and 4, the NFL’s three
different CSR campaigns had different mean scores for each of the seven dimensions of
CSR Authenticity. While Play 60 had the highest mean score in congruence (M = 5.84)
and the lowest mean score in community link (M = 4.52) (Study 4), Heads Up Football
had the highest mean score in congruence (M = 5.91) and the lowest mean score in
benevolence (M = 4.66) (Study 3), and A Crucial Catch had the highest mean score in
commitment (M = 5.17) and the lowest mean score in community link (M = 4.21). Using
the individual scores of different dimensions, organizations and CSR managers can
decide if they would need to reinforce relatively higher authentic dimensions or
strengthen relatively less authentic dimensions for each CSR campaign for their target

	
  

166	
  

consumers. Using the overall CSR Authenticity score, organizations and CSR managers
can also use the CSR Authenticity Scale as a diagnostic tool to evaluate their CSR
campaigns and focus more on CSR campaigns that are deemed more authentic since
these campaigns would generate more favorable consumer reactions (e.g., organization
reputation, positive word of mouth intentions, feelings of gratitude toward the
organization) towards an organization as well as its campaign.

5.3 Limitations and Future Research
Although the current research has provided valuable insight into understanding
CSR Authenticity, there are some limitations that should be considered for future
research. First, the context of this research—the US sport leagues and teams in football
and baseball—might limit the generalizability of the findings. The generalizability of the
findings could be improved by using broader and wider contexts (e.g., various sports
teams in different locations such as a second-tier soccer team in Asia) for future research.
In particular, due to the close emotional attachments between sport teams and their fans,
the effects of CSR Authenticity may be more relevant in the context of local sport teams
in real life scenarios. For example, the current research findings show that CSR
Authenticity has only 2.3 % and 2.4% of explained variance in determining attendance
intentions and media consumption intentions. This is consistent with previous literature,
suggesting that it is unlikely that a league or team would convert a large number of nonfans into fans that would buy tickets or merchandise merely through an organization’s
CSR endeavors in the context of North American professional sports (Roy & Graeffe,
2003). However, given that CSR is perceived differently across different locations and
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cultures (Maignan & Ralston, 2002; Matten & Moon, 2008; Joo, Larkin, and Walker,
2017), CSR Authenticity on such consumer behaviors may have more powerful influence
in less established local sport teams and leagues in other locations. Indeed, a recent CSR
study in the context of South Korean professional sport leagues indicates that sport
managers may have stronger expectations toward their authentic CSR endeavors (Joo et
al., 2017). These managers admit that there are numerous complicated elements to
increase the performance level and the quality of the game, thus there will be restrictions
for the less popular sport leagues to advance their league in terms of performance level;
however, these mangers indicate that they may have a better chance to catch up to
advanced leagues through their CSR practices and thus expect that such CSR endeavors
may help them increase their overall fan base and their sport consumption behaviors (Joo
et al., 2017). Second, the current research used consumers’ behavioral intentions (i.e.,
attendance intentions, media consumption intentions) as a measure to predict their actual
behaviors. While previous research on consumer behavior indicates that intention is a
proximate psychological construct for actual behavior (Fishbein & Ajzen, 1975;
Warshaw, 1980), future research should seek to examine the effects of CSR Authenticity
on consumers’ actual behaviors. Lastly, overall, CSR Authenticity and its certain
dimensions (e.g., community link, commitment, reliability) can be better understood over
a broader time period rather than using cross sectional studies. Future researchers should
also seek to explore the longitudinal effects of CSR Authenticity on different consumer
outcomes.
The current research suggests various potential future research avenues. This
research initiates an important step to provide an indication to what drives consumer
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perceptions of authenticity in the context of CSR. Future research should examine how
CSR Authenticity may further influence other consumer responses toward an
organization. For example, previous research claims that an organization’s CSR
endeavors to support causes and charities can be used as part of a public relations strategy
to overcome undesirable associations with an organization that non-fans may have (Roy
& Graeffe, 2003). In addition, Alhouti et al. (2016) shows that while CSR authenticity
positively influences consumers’ purchase intent and loyalty toward the company, it
negatively influences their boycott behaviors. It would be interesting to examine if CSR
Authenticity may negate the effects of undesirable media attention in a situation where an
athlete or an organization is involved in a scandal. The current research is also an initial
step to explore a basic relationship between CSR Authenticity and eight dependent
variables. Future research should also explore more complex relationships among CSR
Authenticity and variables of interest. For example, CSR Authenticity may first generate
consumers’ favorable attitudes toward an organization and the campaign, then further
influence various behavioral intentions and actual behaviors. Further, while consumers’
identification toward the organization was controlled in the current research, CSR
Authenticity may influence their identification with an organization particularly during
the earlier stage of their emotional attachment development with the organization.
Lastly, because the research showed different components impacted different
consumer responses across the two contexts (football and baseball), it will be meaningful
to collect data from a breadth of populations across different types of contexts (soccer,
basketball, hockey, college sports, etc.) as well as in different geographical locations (e.g.,
Europe, Asia, Australia, etc.) to determine whether such distinctions would be also found
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among diverse consumer groups and to examine consumer reactions in terms of these
dimensions across different contexts. For example, the role of CSR Authenticity may
vary among consumers from more individualistic societies as opposed to collectivistic
societies. Also, various demographic variables may influence the effects of CSR
Authenticity on consumer evaluations. While gender did not account for significant
variance in any of the eight dependent variables in Studies 4 and 5, a recent study on
celebrity authenticity shows that younger individuals more greatly rely on rarity than
older individuals when evaluating celebrity authenticity while older individuals primarily
rely on stability when evaluating a celebrity’s authenticity (Moulard, Garrity, & Rice,
2015). Future research should also examine how various demographic variables (e.g., age,
education) may influence consumer perceptions of authenticity in the context of CSR.

5.4. Conclusion
The current research makes significant theoretical contributions to marketing,
consumer behavior, authenticity, and CSR literature in general, and sport marketing,
sport consumer behavior, and sport CSR literature in particular by developing a reliable
and valid scale to gauge authenticity of CSR programs and showing the significant
impact of CSR Authenticity on consumer reactions to CSR. The identification of CSR
Authenticity as comprising these seven dimensions builds on a broad literature review
and extends the existing CSR and CSR authenticity literature by specifying individual
dimensions that influence consumer perceptions of CSR Authenticity. Business managers
can use the CSR Authenticity Scale as a diagnostic tool to evaluate their CSR campaigns
and focus more on CSR campaigns that are deemed more authentic since these
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campaigns would generate more favorable consumer reactions. This research may also
help organizations and their CSR partners when they initiate, design, implement, and
revise their CSR programs. A better understanding of the authenticity of CSR campaigns
in their early stages will help marketers better allocate their resources and design
campaigns that can be successfully implemented. Lastly, the new conceptual frame and
measurement scale regarding CSR Authenticity can also extend the contributions of an
organization’s CSR programs to society at large and enable its CSR programs to
maximize their long-running benefit to society.
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